SEPTEMBER 7, 1959; FIFTY CENTS 


ree. a 
opeetiy 


een-agers give bandstand programs consistently high ratings PAGE 23 


ow effective is tv in selling furniture, home furnishings? PAGE 30 


oes television keep sports fans away from ball games? PAGE 32 


Want a head start in spotting 
your advertising dollars most 
effectively? Look into the 
selling record of these 32 
great stations. They’reamong 
the potent reasons why so 
many national advertisers 
make Spot TV their basic 
advertising medium! 


KOB-TV, Albuquerque WSB-TV, Atianta, KERO- 
TV, Bakersfield WBAL-TV, Baltimore WGR-TV, 
Buffalo WGN-TV,Chicago WFAA-TV, Dallas 
WNEM-TV, Flint-Bay City WANE-TV, Fort 
Wayne WSVA-TV, Harrisonburg KPRC-TV, 
Houston WHTN-TV, Huntington-Charleston 
KARK-TY, Little Rock KCOP, Los Angeles 
WPST-TV, Miami WISN-TV, Milwaukee KSTP- 
TV, Minneapolis-St. Paul #WSM-TV, Nashville 
WTAR-TV, Norfolk KWTV, Oklahoma City 
KMTV, Omaha WIAR-TV, Providence WTVD, 
Raleigh-Durham WROC-TV, Rochester KCRA-TV, 
Sacramento WOAI-TV, San Antonio KFMB-TV, 
San Diego KTBS-TV, Shreveport KREM-TV, 
Spokane KOTV, Tulsa KARD-TV, Wichita 
WNEP-TY, Wilkes Barre-Scranton. 


Television Division 


Edward Petry & Co., Inc. 


The Original Station 
Representative 











NEW YORK + CHICAGO + ATLANTA + BOSTON + DALLAS + DETROIT « LOS ANGELES + SAN FRANCISCO + ST. LOUIS 





Precision metals and precious jewels. But it 
also takes that “quality touch” of a master 
watchmaker to create such a perfect 


blending of balance and motion. 


Similarly, it takes far more than facilities to 


achieve that quality atmosphere so vital to 


TELEVISION 


good telecasting practices. 
abc @ channel 8 @ dallas 
Serving the greater DALLAS-FORT WORTH market 


A TELEVISION SERVICE OF THE DALLAS MORNING NEWS @ EDWARD PETRY & COMPANY, NATIONAL REPRESENTATI 
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WINDOW ON TEEN-AGE WORLD 


Local bandstand and record programs show high and 
consistent ratings in all markets 


28 BIG SPENDERS 


Dick Clark gives his surefire formula for getting 
the dollars from teen-agers’ jeans 


30 FURNITURE AND HOME FURNISHINGS 


Sales gains always follow when dealers show their 
wares in the prospect's living room 


32 SPORTS AND TV 


While viewers far outnumber attenders, most deny 
video keeps them away from contests 


34 TEENS AND TV 


— 


Bronxville students “work hard” on a tv study and 
conclude that “television is good” 


DEPARTMENTS 


4 Publisher’s Letter 
Report to the readers 


8 Letters to the Editor 


The customers always write 


15 Business Barometer 
Measuring the trends 


17 Tele-scope 
What's ahead behind the scenes 


21 Newsfront 


The way it happened 


35 Film Report 


Round-up of news 


39 Network Program Chart 
Listing of shows for September 


55 Washington Memo 
Tv and Capitol Hill 


57 Wall Street Report 
The financial picture 


65 Spot Report 


Digest of national activity 


71 Audience Charts 
Who watches what 


75 In the Picture 


Portraits of people in the news 


76 In Camera 
The lighter side 
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You cover ALL this 
$739,000,000 

South Georgia and Northwest 
Florida market only on 


WALB-TV 


CH. 10—ALBANY, GA. 


The only primary NBC 
outlet between Atlanta 
and the Gulf! 








New 1,000 foot tower, 
316,000 watts power 


Grade ‘‘B” area includes Al- 
bany, Thomasville, Valdosta, 
Moultrie, Ga. — Tallahassee, 
Fla. 


Over $739,000,000 income 
. .. 750,000 people, 126,200 
TV homes 


The only hometown station 
serving Albany, South Geor- 
gia’s only metropolitan market! 


ALBANY, GA. gic 
CHANNEL 10 
Raymond E. Carow, General Manager 
Represented nationally by: 


Venard, Rintouwl & McConnell, Inc. 
In the South by James S. Ayers Co. 


One Rate Card 
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Letter from the Publisher 


Fight For Audience 


The American public is about to witness the biggest battle for 7 
audience in the history of the television business. This fall and winter 
more money will be spent on programming; more new programs, 
more specials will make their appearance than ever before. The ~ 
stakes are high, and speculation is rife. Will the specials knock off ~ 
the “whodunits”? Will the westerns hold up as well as last year? ~ 
What will be the successes and what will be the casualties of the 7 
season? These are the questions that every station manager is assess- _ 
ing in terms of the fall and winter battle lines. 


While the limelight is on network programming, the keystone, in — 
effect, is at the local level. It is interesting to note that regardless of 
the network tug of war, in some markets an ABC affiliate is dominant, 
in others, a CBS and in still others the NBC station leads its com- © 
petition. This is where good local programming, aggressive promo- 
tion and the over-all efficiency of the station operation really pay off. 


This, too, is where the image of a station is an important factor. 
How is the station regarded by its viewers? Does it have a “loyalty” 
factor? Is it a quality operation? 


Image is an Asset 


The image that a station has laboriously built is a tangible asset. 
It has only been recently, however, that stations have begun to sell 


their image. And, as a result of this activity, buyers are taking 
cognizance that when they purchase time on a station they are buying 
more than merely ratings. As a matter of fact, in many three-station 7 
markets where there is a close three-way split, the buyer can quickly 7 
and easily justify his buy on any one of the three stations. This is 7 
where the station image becomes an important and determining | 
factor. 


The station image is as important as its management regards it. 
It is encumbent on management to sell its image to the buyer. The 


buyer will regard it with the same importance as it is transmitted 
to him. 


Newspapers Image Easier 


The newspapers have an easier job in this regard than does tele- 
vision. The space salesman can walk into the space buyer’s office with 
a copy of his newspaper, and the buyer can see for himself firsthand 
the make-up, editorial approach and the physical appearance of the 
paper. 


The timebuyer, on the other hand, rarely, if ever, sees the pro- 
gramming he buys on the station. The television station’s job is 
tougher, but it can be done. And when it is accomplished, the station 7 
has one of its best selling points. 


Cordially, hy Aull 
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= : Inc. 
’ 1501 Broadway, New York 36 
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television spiel 


Advertisement 





jim meneile 
Tribune TV Editor 





Television fans in St. Joseph and Benton Harbor, tired of hearing sound from 
one program and seeing a picture from another over the Chicago stations, are 


switching to the South Bend UHF-brand of TV so fast that dealers can’t 


keep pace. 

New viewers of our local TV market 
in the twin cities and elsewhere are 
getting a treat in excellent program- 
ming and superior reception. 

The lake side of Berrien County has 
been in the Chicago viewing area since 
the early days of television, but in- 
creased difficulty with reception in the 
last few years has slowly turned the 
twin city dials toward South Bend’s 
three channels. In recent months the 
switching has stepped up its tempo 
until most observers believe that well 
over half the sets now are UHF 
equipped. 

Engineers say the dismal Chicago 
picture is due mostly to the increased 
number and power of TV stations 
around the lake. 

To prove that UHF viewing is bet- 
ter, many television dealers and serv- 
icemen in the twin city area are show- 
ing the Chicago and South Bend re- 
ception side by side. 

“There isn’t any doubt about which 
is the best,” says James L. Clupper 
who owns a radio-TV sales and repair 
store in Benton Heights. Clupper, cor- 
responding secrétary of the Tri-Coun- 
ty Television Dealers Assn., says that 
his customers, once they see the dif- 
ference, almost always take the all- 
channel set. The all-channel equipped 
sets cost a few dollars more than the 


VHF-only models, but Clupper says 
TV fans seem more than willing to 
make up the difference for better view- 
ing. 

The Tri-County Assn. is made up 
of small dealers in Berrien, Cass and 
Van Buren Counties. Clupper reports 
that most of his associates are meeting 
more and more requests for one of the 
major TV service shops. In Benton 
Harbor, Megna Bros., has been an- 
swering a constant demand to convert 
sets to UHF. This involves inserting a 
band in the set and installing a small 
UHF antenna on the existing one. 

As South Bend TV fans know, the 
local stations, each affiliated with a 
major network, offer just about every- 
thing Chicago does and in many cases 
a little bit more. The big “more” lo- 
cally is Notre Dame football and pro- 
fessional football in the fall and In- 
diana high school basketball in the 
spring. None of these events is offered 
in Chicago. 

The sports shows alone are enough 
to attract conversions to UHF in Mich- 
igan City which does not enjoy the 
excellent reception that the twin cities 
do. Bill Redfield sperts editor of the 
Michigan City paper, says that most 
real sports enthusiasts there are ready 
for the football telecasts coming from 


South Bend this fall. 


South Bend Tribune Television Magazine—August 8, 1959 
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RADIO STATION WHDH-BOSTON HAS JUST 
PUBLISHED THE RESULTS OF A RADIO 
AUDIENCE IMAGE STUDY CONDUCTED 
IN THE NEW ENGLAND 25 COUNTY WHDH 
COVERAGE AREA. 












The Audience Image Study has been com- 
pleted by Pulse, Inc. of New York, one of 
the nation’s largest, most respected research 
organizations, and is the first of its kind 
ever undertaken in the New England market. 











Eight thousand New England families 
were surveyed by Pulse, Inc. in a 1959 
WHODH area study, and a representative 
sample of one thousand men and women 
15 years of age and older were interviewed 
in depth in an effort to measure the char- 
acter of the radio audiences of six leading 
Boston radio stations. 























The intense national interest in “ratings” 
and the great need for more definitive infor- 
mation regarding radio audiences should 

ee eee make this WHDH report one of the most 

To WHDH Dept. 5 widely read studies in the history of New 
6 St. James Avenue England radio. 

Boston 16, Mass. 


Please send me a copy of the WHDH 
Audience Image Study. 











- WHDH 
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1 Address . = a 
a State 50,000 WATTS ¢ BOSTON 
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Represented nationally by John Blair & Company 
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DAN DAILEY 


rut FOUR 


JUST 


VITTORIO DE SICA 


CHECK YOUR MARKET 
TODAY! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. - N.Y. 22-PLaza 5-2100 
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KHCC&A Profile 
. . . the story on our agency 


(“Quintet in Harmony” Tv AGE Aug. 

10, 1959) .. . will be of benefit. We 

are firm believers in television and 

radio, as we have seen the excellent 
results these media give. . . . 

H. Kastor Kaun 

Chairman of the Board 

Kastor Hilton Chesley Clifford & 

Atherton 


New York City 


. . . | consider this article interest- 
ing, informative and valuable. . . . 

J. WittiaM ATHERTON 

Vice President 

Kastor Hilton Chesley Clifford & 

Atherton 

New York City 


Spot Round-up 

. the article is another reason 
why TELEVISION AGE has become such 
an indispensable part in the lives of 
the top executives in television, adver- 

tising and related fields. 
Epwarp Rospert BrooKks 
Advertising Director 
Peter Hand Brewery Co. 
Chicago 


. .. the July 27 issue of TELEVISION 
AGE, covering the fall plans for spot 
television . . . went all out to give 
a practical background. 

P. H. BEuTER 
Advertising Manager 
MJB Co. 


San Francisco 


Market Study 

In your Aug. 10, 1959, issue you 
carry an article, “Changing Televi- 
sion Markets—Kansas, Nebraska and 
Missouri.” We find this article very 
interesting and wonder if you have 
ever published a similar article on 

Wisconsin and surrounding states? 
MaRLENE A. FLELL 
Mathisson & Associates Adv. 
Milwaukee 


Note: Wisconsin, Indiana and Illinois will 
be included in an upcoming market study. 


BUY THE TOP 
STATION IN THE 


BOISE 
MARKET 


HUB OF 
EXPANDING 
BOISELAND ... 


DOORWAY 10 
THE NATION'S 
MOST 
SPECTACULAR 
SCENIC AREA 


fe) Fy aA: 
CBS-CHANNEL 2 | 
BOISE, IDAHO 


National Representatives 


PETERS, GRIFFIN, WOODWARD, INC 











MAN-O-WAR (FRIGATE) BIRD 
..» Found Only In South Florida 
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By Wallace Hughes, FLORIDA WILDLIFE Magazine 
Florida Game and Fresh Water Fish Commission 


WCKT: TV 7, Miami 
... Found Only In 424,000 South Florida TV Homes ! 


For reprints of this painting and for availabilities — N.B.C. Spot Sales 
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WARNER BROS. 
colloonA- 


and now here comes THE THIRD GREAT PACKAGE 
OF CHILDREN’S PROGRAMMING 


BieMAC SHOW 


WITH 
@ Ee] eo 


WARNER BROS FEATURETTES 


Here, specially selected FOR CHILDREN from over 2000 reels, are 210 
reels of tremendous children’s motion pictures. 






















KEYSTONE KOPS - JOE PALOOKA 
CHARLIE McCARTHY + VAUDEVILLE 
> COMEDY: CIRCUS: ANIMALS 

: SLAPSTICK - TOYLAND - MUSIC 





All produced with the care and attention 
devoted by this major studio to its features — 
same studios, sets, many of same top-ranking 
stars, directors, producers, writers! 











...And To Introduce, and Tie-Together This Big 
Profitable Package — Meet The Greatest Little 
Cartoon Character Ever To Come Down The Track 











REELS 
produced by WARNER BROS. 


THE MOST POPULAR, ENTERTAINING ners EVER! 


NEYSTONE 


CHARLIE 
McCARTHY 








IS A NATURAL FOR 
MERCHANDISING 
AND PREMIUMS 
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' LUO! HIS MAGIC TRAIN _ Battery operated, runs 


on its own portable monorail. The same train BIG MAC 
rides in the television films. Available to you first for 
promotion...then to be sold in retail outlets everywhere. 





The WARNER BROS. FEATURETTES, WITH BIG MAC Are 


Now Available To You On A Library Basis, Just Like The 
Fabulously Successful POPEYE And WARNER BROS. 
CARTOONS. They Represent A Substantial Addition To 

The Programming Of Any Station... Highly Popular 

With Young Audiences, Highly Saleable. 

A WONDERFUL OPPORTUNITY FOR ADDITIONAL 
PROFITS. Use BIG MAC or your own /ocal MC. Don’t miss 
out because of product conflict... put on another 

children’s program and get all sponsors. 

For Complete Details and Screening Print Call or Wire Your Nearest U.A.A. Office 
NEW YORK - HOLLYWOOD - CHICAGO - DALLAS 
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Business barometer 


Billings for national spot were down in July but were still far ahead of the same 
month a year ago. 





The TELEVISION AGE Business Barometer indicates that national spot was down 10,1 per 
cent under the June billings, which were off 9.4 per cent under those in 
May. 





But totals for July 1959 were still 21.8 per cent ahead of those for July 1958. 





A review of previous July billings shows that the 10.l=-per-cent drop this month is 
slightly greater than 
average, although some SPOT BUSINESS 
past Julys have had an July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May June. July 
even greater drop. [ | 





Reviewing the Business Barom- 
eter records reveals 
that the July drop in 
1954 was 9.3 per cent, 
in 1955 5.5 per cent, 
1956 13.2 per cent, 
1957 8.5 per cent and 
1958 8.8 per cent. 





140 





130 


i20 


This is the third month that a 
decline in spot busi- 
ness has been re- 
ported. In May the 
drop was 2.2 per cent 
under spot totals in 
April, while June de- 
clined 9.4 per cent 
under May, and July 
10.1 per cent under 
June. 
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The fact that spot totals are ” 


still more than 20 per 
cent ahead of each 
corresponding month 
last year can be un- 
derstood when it is 
recalled that fall, 
winter and spring spot 
totals were all above 
normal. 








10 


60 





A_ July off 10.1 per cent under June 
B July 1959 up 21.8 per cent over July 1958 


Spot was up 11.4 per cent in 
February and 13 per cent in March, 





A comparison month by month for the past three years can be followed on the accom- 
panying chart. 





The Business Barometer is an exclusive and copyrighted service of TELEVISION AGE. 





Reports on July local billings will appear in the September 2lst issue. 
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DELIVERS 


~ GRADE A COVERAGE" 
OF MORE PEOPLE 


Than any other 


North Carolina® | 
Station 


PROOF: In North Carolina’s biggest metropolitan market, WSJS 
Television has maximum power of 316,000 watts and 
transmits from the area’s highest tower, 2000 feet above 
average terrain. WSJS Television’s extra strong signal 
provides Grade A Coverage for 1,410,700 people in the rich 
industrial Piedmont—the best coverage for more people 
than by any other North Carolina station. 


“SAT SJ SS television ner 


Winston-Salem / Greensboro Call Headley-Reed, Reps. 


AFFILIATE 
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Networks Hot in July 


Re-runs or no, network advertisers poured more money 
into summertime video this July than they did a year ago 
—17.1 per cent more. Combined billings of the three net- 
works showed an investment of $48,135,798. In July 1958 
billings of ABC, CBS and NBC totaled $41,118,509. The 
Television Bureau of Advertising also compiled figures to 
show that network gross time billings for the seven-month 
period, January-July, were $357,536,290 against $324,- 
189,958 for the like period in 1958. 


Wax Attacks 

Preen floor wax, made by the A. S. Harrison Co., comes 
back to spot after returning to the Charles W. Hoyt agency 
from a short stay elsewhere. The product kicks off a new 
campaign Sept. 15 in about six markets which probably 
include the ones it used earlier—New York, New Haven, 
Baltimore and Washington. Puppet filmed commercials in 
minute and 20-second length will run for 12 weeks. 


Local Participations on CBS-TV 

In a move unusual for a prime-time network program, 
CBS-TV is releasing one-third of its new, hour-long version 
of The Lineup to stations for local participating sponsor- 
ship. This means that local advertisers will be given access 
to a 20-minute segment of prime night time, a gesture 
which may serve to lessen the criticism of network option- 
time practices. National advertisers on the show are Peter 
Paul, Corning Glass, Vick’s Chemicals, Glidden Paints 
and Manhattan Shirts. 


Drug Billings Reach Record 

A 29-per-cent increase in network and spot tv billings 
from the drug industry was registered in the first half of 
this year, as compared to the same period in 1958. The 
combined figure of $59.5 million represented an all-time 
high expenditure for drug products, according to the Tele- 
vision Bureau of Advertising. Network billings through 
June totaled $33,073,160 against $25,814,000 in the first 
six months of 1958. Spot billings were $26,419,000 against 
$20,401,000 last year. “Tv drug expenditures,” said TvB 
president Norman E. Cash, “outpace the general growth 
in ad revenues in all media.” Leading the field in drug 
expenditures was American Home Products with nearly 
$10 million. Other firms spending over $1 million were 
Sterling Drug, Pharmaceuticals, Inc., Miles Laboratories, 
Bristol-Myers, Drug Research Corp. and Carter Products. 
New Product To Spot-Test 

A new mouthwash product from Warner-Lambert 
Pharmaceutical Co. will be using tv spot shortly in limited 
test markets where it has distribution. Unlike the drug 
firm’s long-time product, Listerine, the new mouthwash— 
Steri/sol—contains a “miracle” antiseptic ingredient 
known as hexetidine. Dorothy Barnett is the timebuyer at 


Warwick & Legler, Inc., New York. 


WHAT’S AHEAD BEHIND THE SCENES Te le = Ss Cop c 


Ford Series Promotion 

Audience promotion on a single television series will 
reach a new high on the 39 Ford Motor Co. specials which 
will appear on NBC-TV Tuesdays between 9:30 and 10:30 
this coming season. Blessed with many of the entertain- 
ment world’s brightest stars, the series will be promoted 
by the network, the stations and the advertiser on a scale 
never before equaled. In addition to the planned quality 
of the subject matter and the lustre of the talent which is 
being engaged to present it, most of the shows are to be 
in color, a fact which will draw additional promotional 
support from both NBC-TV and RCA. While no one is 
willing to hazard a guess at the promotional total, all agree 
that it is certain to surpass any previous campaign. 


ABC-TV Expands Overseas 

ABC-TV is completing negotiations for the acquisition 
of, or substantial interest in, two television stations in 
South America, it was reported at press time. The network 
has already made a 10 per-cent investment in News, Ltd., 
of Australia, owners and operators of several outlets Down 


Under. 


Alexander Film Enters Syndication 

Alexander Film Co. of Colorado Springs has branched 
into program syndication with a property designed for 
daytime stripping purposes. The show is Love Is the Prob- 
lem, a half-hour series offering advice to the lovelorn. A 
permanent four-member panel and name guest stars will 
do the advising. A total of 65 episodes is being produced 
by Jerry Fairbanks for a late September starting date, and 
another set of 65 may also be made. The program may be 
the first ever introduced in first-run syndication expressly 
for stripping purposes. 


FPA Sets Drive For Programmers 

The Film Producers Association of New York will ini- 
tiate a drive to enlist tv film program producers in the 
near future. Majority of FPA members at present are 
engaged in tv commercial and industrial film work, but 
the association’s thinking now is that the line between pro- 
gram and commercial productions is an artificial one. 
The expansion represents a departure in FPA policy, and 
if it succeeds it will be quite an achievement: despite sev- 
eral inspired attempts no one has been able to get tv film 
program producers under one roof. Martin Poll, head of 
Gold Medal Studios, will direct the project. 


Campaign for Fiex-O-Glass 

A Chicago maker of plastic window materials, Flex- 
O-Glass, Inc., reportedly is contemplating a fall campaign 
in Ohio markets for its storm windows. The schedules 
would consist of a few minutes weekly for four-to-six 
weeks. Frank Steel is the tv-radio timebuyer at Presba, 
Fellers & Presba, Inc., Chicago. 
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BUT... WKZO-TV Puts Your 
Campaign At Full Throttle 
ee 040% asco tomes Gas Shutien “A” In Kalamazoo-Grand Rapids! 


Sunday through Saturday, 9 p.m. to midnight! 








NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA WKZO.-TV will put you in the winner’s seat in the 
(Jon. 25-Feb. 21, 1959) important Kalamazoo-Grand Rapids market with its 
STATION TOTALS FOR AVERAGE WEEK commanding lead in coverage and popularity. 
WKZO-TV holds a big 94.9% lead over Station ‘B’ 
HOMES DELIVERED | PERCENT OF TOTAL (see NSI Survey at left) in homes delivered, Sunday 
WKZO-TVISTATION B] WKZO-TVISTATION B through Saturday (9 p.m. to midnight). And to top it 
Mon. thru Fri. off, a 9-county ARB Survey (April 17-May 14, 1959) 
6am-9 am. 17,600] 17,300 | 50.4%, | 49.6% covering 300,000 TV homes gives WKZO-TV first place 
9 a.m.-Noon 55,500} 32,300 | 63.2%, | 36.8% in 74.6% of all quarter hours surveyed! 


Noon-3p.m. | 69,400] 35,200 | 66.3%, | 337% 


Spmtpn. 68,000] 54500 | 55.5%, | 44.59; Remember—if you want all the rest of outstate Michigan 
A ” r ° ° ~/e 


worth having, add WWTYV, Cadillac, to your WKZO-TV 














Sun. thru Sat. hedul 
6p.m.-9p.m. |148,700] 95,500 | 60.8% | 39.2% a 
9 p.m.-Midnight | 134,300} 68,900 | 66°, 34% %* Roger Ward won the 1954 Indianapolis 500-Mile Speed Classic with a 


record average of 135.587 MPH. 


Theo Fe byer Hations WKZO -[ : / 


00,000 WATTS © CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Toy firm holds sales meeting via WOR-TV . . page 19 
Cost of network tv is down 64 per cent.... page 19 


Coffee opens campaign with fashion tie-in . . page 21 


Ideal Meeting 


In what is probably a television 
“first,” a business sales meeting of the 
kind usually held in a showroom, 
hotel or on closed-circuit tv will be 
broadcast on a regular commercial 
channel where it can be viewed by the 
public as well as the company’s deal- 
ers. 

The hour-long meeting will be aired 
at 9 p.m. Sunday, Sept. 13, on WoR-TV 
New York by the Ideal Toy Corp., 
which plans to reach an audience of 
5,000 toy retailers and wholesalers, 
plus several hundred thousand curieus 
onlookers. 

“With a great many Ideal dealers 
in the New York area,” said advertis- 
ing director Mel Helitzer, “our usual 
pre-Christmas meeting involves get- 
ting everybody into a ballroom some- 
where while we spotlight new items 
and discuss promotional ideas for a 
successful season. This year, Abe 
Kent, Ideal’s vice president in charge 
of merchandising, reasoned that as 
long as the company is so dependent 
on tv for its advertising effort, we 
could depend on it to produce an in- 
teresting, exciting sales meeting. 

“We first thought of closed-circuit, 
but after investigating its costs and the 
inconveniences of setting up a number 
of rooms and offices as viewing areas, 
we decided on the ‘open-air’ telecast. 
The result is that we'll reach our deal- 
ers in the comfort of their own homes 
during prime viewing time. The time- 
and-talent costs? Over $2,000... but 
we're getting to the trade at less cost 
than if we provided hotel rooms, food, 
drinks, etc.” 

Making sure things go smoothly in 
its 60 minutes of air time, Ideal and 
its agency, Grey Advertising Agency, 
Inc., prepared a complete shooting 
script and video-taped the show for 
next week’s broadcast. Putting the 

















Frank Waldecker, emcee of Ideal’s 
Toy Sales Meeting, reads name of a 
winner of one of 14 prizes awarded. 


show on tape allowed children’s per- 
sonalities from other New York sta- 
tions (who will be selling Ideal toys 
this fall) to make personal appear- 
ances. Among them are Sandy Becker, 
Sonny Fox and Fred Scott of WNEW- 
TV; Fred Sayles of wNTA-TV; Bozo the 
Clown of wPIx, and the Story Princess 
of ABC radio. Special taped segments 
will feature Shirley Temple and Milton 
Caniff, licensers of various toy items. 

Throughout the program, to insure 
that its dealers are not watching The 
G-E Theater, or The Chevy Show, 
Ideal will announce prizes won by 
merchants who have mailed post cards 
to the company within past weeks. 
Awards will include a new car, 
cameras and, of course, tv sets. 

At the start of the telecast, said Mr. 
Helitzer, viewers will be warned that 
the program coming up is actually a 
“private” sales meeting and that they 
should tune to other channels for pop- 
ular entertainment. Those who stay 
with wor-Tv, however, will get an ad- 
vance look at toys that won't be in 
the stores for several weeks. In addi- 


THE WAY IT HAPPENED Newsfront 


tion, they'll find out “trade secrets” of 
pre-Christmas promotions. 

“We'll be giving a complete run- 
down of our tv activity for the sea- 
son,” the ad director said. “And while 
we won't give wholesale prices, we 
will talk about such things as mark- 
up, displays, demonstrations and 
everything else that comes up at a 
regular sales meeting.” 


Coffee and Fashion 


Maryland Club Coffee, a product 
of the Duncan Coffee Co. and a steady 
user of spot tv in a five-state south- 
western area, will be introduced this 
week in Minneapolis-St. Paul through 
an hour-long television fashion “spec- 
tacular.” 

The coffee firm has arranged to tele- 
cast a live fashion show from the In- 
terlachen Country Club over the com- 
bined facilities of KSTP-TV, WCCO-TV 
and WTCN-TV, with the broadcast be- 
ginning at 2 p.m. Friday, Sept. 11. 

An audience of invited guests from 
the Twin Cities’ social, civic and 
philanthropic life (proceeds from the 
show go to the Sister Kenny Founda- 
tion) will view New York models 
wearing fall fashions from such names 
as Mr. John, Pauline Trigere and 
B. H. Wragge. 

To establish a prestige image for 
Maryland Club Coffee, fashions from 
the above-named firms were woven 
into the product commercials. A typ- 
ical ID begins with a dolly-shot of a 
roll of designer labels reading “Mr. 
John;” the film cuts to a close-up of 
a fashion model wearing an unusual 
hat while she sips a cup of coffee. 
“There’s no other hat like it,” intones 
the audio, “. . . and no other coffee 
like Maryland Club.” Similar eight- 
second commercials relate the coffee 
to a Trigere gown and a B. H. Wragge 
suit. 

Accerding to Maryland’s agency, 
Clay Stephenson Associates, Inc., 
Houston, the client prefers to estab- 
lish a favorable image for the product 
rather than depend on various money- 
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AN IMPORTANT ANNOUNCEMENT 


to all personnel in the Television and Radio industry. This means 
everyone who works in radio or television stations, or those who cover 
radio and television for newspapers or magazines—and their families. 


The Board of Directors of the Will Rogers Memorial Hospital and 
Research Laboratories, at its annual meeting on June 27 at Saranac 
Lake, N. Y., also unanimously voted that all newspaper and magazine 
motion picture, drama, television, radio, music and night-club editors 
and critics, and members of THEIR IMMEDIATE FAMILIES are 
eligible for care and treatment, AT NO COST, at this hospital. 


Hence, the WILL ROGERS MEMORIAL HOSPITAL AND RE- 
SEARCH LABORATORIES, operated by the Will Rogers MEMORIAL 
FUND, is now as much YOUR hospital as it is of any one in any segment 
of the entertainment field. 


YOUR hospital treats all diseases of the chest. There are 15 such 
ills stipulated as its concern. These include lung cancer and heart disease. 


Within the next fortnight I shall, by letter, provide you with further 
details. 


We are happy to make the facilities of the hospital available to that 
portion of the press reporting the entertainment world. 


God forbid that you or any dear one ever will require treatment, 
but if you do YOUR hospital welcomes you with open heart and open 
arms. YOUR hospital has the endorsement of the medical profession 
the world over. 


We are proud of this hospital and are happy te make this announce- 
ment. 


ABE MONTAGUE 
President 


ROBERT J. O’DONNELL 
Chairman, Board of Directors 


WILL ROGERS MEMORIAL HOSPITAL and RESEARCH LABORATORIES 


Saranac Lake N. Y. National Office: 1501 Broadway, 
New York 36, N. Y. 
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saving “deals” to establish it. After a 
brief sampling offer, heavy tv sched- 
ules in prime nighttime spots will be 
used to sustain sales throughout the 
year. 

. Maryland Club Coffee will be in- 
troduced throughout the entire states 
of Minnesota and Colorado this fall. 
Additional markets will be invaded at 
the completion of the immediate cam- 
paigns. with spot tv a primary medium 


as in the past. 


Tv Cost Down 

While agency producers continue 
to protest rising costs of talent and 
film production, the cost of nighttime 
network television itselfi—in terms of 
thousands of viewers reached per dol- 
lar—has declined some 64 per cent 
since 1950. By way of contrast, the 
cost-per-thousand figures for other 
media have risen from nine per cent 
for outdoor advertising to 59 per cent 
for daytime spot radio. 

These figures are among a group of 
statistics compiled by the Television 
Bureau of Advertising to reveal the 
latest dimensions of television. 

In dollars and cents, reaching 1,000 
homes per commercial minute via 
nighttime network tv in 1955 cost an 
advertiser an estimated $3.46. In 
1959, the cost was $3.20, according to 
Nielsen figures for Jan.-Feb. of each 
year. 

As of July of this year, TvB re- 
ports that 86 per cent of all U. S. 
homes own tv sets. Of those 44.5 mil- 
lion video homes, 9.9 per cent own 
more than one set, making a total of 
19.3 million sets currently in use. 
About 12 million sets have evidently 
been retired to the junk heap, for 
61.4 million sets were recorded as pur- 
chased through 1958. For their re- 
ceivers, viewers spent a total of $16 
billion through last year. 

At the peak viewing hour of 9-10 
pm. in 1959, 28.5 million homes 
viewed tv. In 1955, during the same 
measuring period, only 17.1 million 
homes were counted. 

Although advertisers in 1958 in- 
vested more money in tv ($1.4 bil- 
lion )than did the public ($1.1 bil- 
lion for new sets), the public invest- 
ments over the years far outdistance 
those of advertisers. Where the pub- 
lic has spent $16 billion for sets 
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Summer Campaign 


Summer programming, according to the newspaper critics, may con- 
sist largely of re-runs and more re‘runs, but KDKA-TV Pittsburgh obvi- 
ously knows how to keep tv exciting through the muggy months. It’s 
been doing it with a series of promotions under the tag of “Summer Fun 
For Everyone” and tied in with the city-wide Pittsburgh Bicentennial 
Celebration. 

Under the direction of KDKA-TV general manager Jerome Reeves and 
promotion manager David Lewis, the events began last Easter when 
thousands of Easter baskets were contributed to local orphanages. A 
few weeks later the station unveiled its new Paramount library of feature 
films, feting 500 ad men and guests at a “Victor Herbert” party. 

At the start of the baseball season, a mile-long parade led by a torch- 
light procession was organized to cheer the homecoming Pittsburgh 
Pirates. 

In June some 100,000 spectators crowded the banks of the Allegheny 
River to watch a water show hosted by KDKA-TV and radio. A highlight 

i 


| 





was a water-ski race by video personalities. Introduced at the show 


was the station’s 65-foot cruiser which plies the Allegheny daily on 
sight-seeing tours. On weekends, KDKA-TV’s kid-show personalities supply 
free entertainment for the children on board. 

Following the aquatic performance, an all-night telethon raised more 
than $100,000 for a summer home for handicapped children in the area. 

Next on the activity list was the annual Frontier Day celebration 
in Donora, home of baseball star Stan Musial. 

The most recent promotion took place on July Fourth when an 
“all-star” baseball game and celebration was staged in the neighboring 
community of Brookline. The station is holding further promotions 
Ice Capades Night, Kennywood Amusement Park Day, County Fair 
celebration and an annual baseball contest between the tv and radio 
staffs at Forbes Field. 

And, getting down to business, it’s reported that KDKA-TV is enjoying 
a record sales season. 








through 1958, advertisers have placed 
only $7.3 billion into the medium. The 
daily cost to all advertisers for all tv 
programs per home is nine cents; the 
public daily cost to run tv sets per tv 
home is 11 cents. 

Further, on investments, the total 
value of television’s facilities—sta- 
tions, networks, equipment, real estate. 


etc.—is placed at $2 billion. 

From the advertiser's viewpoint, tv 
was the number-one medium for the 
fourth consecutive year in 1958. Bill- 
ings rose to $1,110,000,000 for an 8.2- 
per-cent increase over 1957. The 
medium’s growth since 1949, when 
$38.6 million was spent, shows a 
nine-year increase of 2,750 per cent. 
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TO TELEVI ERAGE 
IN THE ENT? THEAST 
IS CHARLOTTE 


Make your own comparison! 


NCS #3 gives CHARLOTTE-WBTV 632,070 TV homes. 
Atlanta has 579,090. Louisville 509,480. Birmingham 
587,800. Memphis 453,240. CHARLOTTE STATION “B” 
442,690. Miami 434,800. New Orleans 380,020. Nashville 
366,560. Norfolk-Portsmouth 337,580. Richmond 31 1,680. 


Take the biggest step first—enjoy Charlotte’s invigorating 
sales climate. Contact WBTV or CBS Television 
Spot Sales for the complete market story. 


JEFFERSON STANDARD 
BROADCASTING COMPANY 




















little short of seven years ago an un- 

pretentious local television program which 
was in effect only a visual extension of radio’s 
innumerable disk-jockey sessions went on the 
air in the City of Brotherly Love. Its principal 
ingredient was popular music, which may be 
an overly euphemistic term in those sensitive 
circles where rock ’n’ roll records are neither 
popular nor music. 

Without the aid of a crystal ball, no one at 
WFIL-TV Philadelphia was able to foresee on 
that October afternoon in 1952 when American 
Bandstand made its bow that it was the genesis 
of what one day would be a top network show 
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Local bandstand programs are showing consistently high ratings everywhere 


and that in due time it would come to be re- 
garded as a prototype for widespread local pro- 
gramming of a similar nature. 

The basic format of American Bandstand was 
—and still is—uncomplicated and effective: 
groups of teen-agers in the studio having them- 
selves a ball listening and dancing on camera 
to the top hit recordings of the moment, all of it 
presided over by an amiable and personable 
combination platter-spinner and emcee. 

Practically from the beginning WFIL-TV met 
with rating and commercial success on its two- 
hour (3:30-5:30) daily afterneon dance party. 
Typical of the program’s effectiveness as an 
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advertising vehicle is the longevity 
record of continuous participating 
sponsorship maintained by the Gen- 
eral Retail Corp. for its local retail 
outlets of Flagg Bros. shoes: this ad- 
vertiser has been on American Band- 
stand since February of 1956. 

The track record of ratings and 
sponsor successes racked up by the 
show over a five-year period made it 
a prime prospect for network airing, 
and on Aug. 6, 1957, it went on 
ABC-TV for the first time. 
then its local triumphs have been 
more than duplicated on the network, 


Since 


it has made a teen-age idol and star 
of the first magnitude out of its 
emcee, Dick Clark, and it has set a 
pattern for a type of local program- 
ming that is being followed by a 
good number of stations throughout 
the country. 

Still originating from the studios 
of WFIL-TV at 3:30 every weekday 
afternoon, with ABC-TV picking it 
up at 4 and carrying it to 5:30, 
American Bandstand is_ reaching 
more than 3.1 million homes in the 
average minute, according to a Neil- 
sen cost-per-thousand analysis for 
January-February 1959. 

The American Research Bureau 
last February reported 2.40 viewers- 
per-set for the program, thus indicat- 
ing that Bandstand is attracting up- 
ward of 7.4 million 
minute. 


viewers per 
And, perhaps surprisingly 
to those who might think that the ap- 
peal of a televised teen-age dance 
frolic is limited only to teen-agers 
themselves, 3,523,000 Bandstand 
viewers, or 47 per cent of its total 
audience, are adults: 2,557,000 
women and 966,000 men. 

The same relative 


story, on a 


scale, of course, is being repeated in 


a number of instances on the local 
level around the nation. Those sta- 
tions which admittedly have followed 
American Bandstand’s lead and those 
which had created their own teen 
dance parties before Dick Clark be- 
came a household name are reaping 
the rating and advertiser benefits of 


offering their audiences what 
ABC-TV likes to call “an adult win- 
dow on a fascinating teen-age world.” 

In no case has failure been re- 
ported to TELEVISION AGE in a survey 
this publication recently made of 
bandstand-type programming.  A\l- 
most every station queried finds it- 
self with a waiting list of advertisers 
wanting to buy segments of or par- 
ticipations in its particular dance- 
party session. 

Cola and other soft-drink com- 
panies and bottlers numerically lead 
the list of sponsors buying into teen- 


stand-program sponsorships. 

One of the most unique aspects 
attached to this unique type of tv 
show is its power as a sales stimulant 
for music, records and musical in- 
struments, taking the place of radio 
as a force in the creating and selling 
of hit tunes and disks. 
music-and-record 


A good many 
retailers, whether 
or not they have bought spots in 
bandstand shows, report greatly in- 
creased store traffic following such 
programs. 

Although the format of teen-age 
dance shows is fundamental, a num- 


A teen-ager reflects the fun of being on Steve's Show over KTUV 


age shows, with potato-chip firms 
not too far behind. But the roster 
of advertisers using these programs 
with satisfying results is by no means 
confined to manufacturers of prod- 
ucts with such obvious appeal to 
Local 


men’s and women’s specialty shops, 


teen-agers. clothing — stores, 
restaurants, jewelry stores, drive-in 
theatres, drug firms, appliance stores 
and even banks and insurance com- 
panies are numbered among band- 


ber of stations bring different gim- 
micks and twists to the basic record- 
whirling. Following, alphabetically 
by city, are some of the successful 
bandstand stanzas on stations across 
the country, how they’re handled and 
the sponsor response which they 
evoke. 

Although the words “teen” and 
“dance” and “party” are liberally 
sprinkled through the titles of most 


bandstand shows, KTBC-TV Austin 
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gives its contribution to the genre 
the pithily different tag of Now Dig 
This. 


Saturday mornings, the program, on 


Thirty minutes in length on 


the air for three years (with annual 
summer hiatuses), features only new 
emcee duties 


Radio’s disk 


with 
KTBC 


record releases, 
rotated among 
jockeys. 

Due to studio size, the dancing is 
limited to production numbers: var- 
ious local personalities pantomiming 
records, dancing solo or in groups, 
or used in conjunction with special 
visual effects and film. The absence 
of terping participation by its teen- 


A record-review session on 









age audience has not, however, less- 
ened the show’s impact as far as 
one of its sponsors is concerned, 
Says Wally Pryor. KTBC-TV pro- 
duction sales 
boomed greatly when the J. R. Reed 
Music Co. started 
Now Dig This. 


players and even musical instruments 


manager, “Record 
advertising on 
Disk albums, record 


began selling faster as a result of the 
traffic into the store for single records 
advertised on the show. Other rec- 
ord stores in other areas of town also 
noted increased activity in the sales 
of disks featured on the program.” 


The Hop is the name of the teen- 


age dance session aired each Satur 
day from 5 to 6 in the afternoon ove 
wc1a Champaign, Ill. John Colema 
hosts the hour, which includes, in ad 
dition to spinning the top disks 

the week, 


dances, special group dances and @ 


spotlight dances, to 

pin-up board. The program is spon 
bottlers in 
Danville, Decatur} 
Bloomington and Mattoon (all im 
Illinois), by the Hollywood Candy 


sored by Pepsi-Cola 


Champaign, 


Co. and by Kelly Foods, Inc. (potato 
chips). 
Reports Dale Arvidson, Grubb & 


Petersen Advertising account exec: 


ABC-TV’s record-setting American Bandstand, originating over WFIL-TV 





+ 1 INGTON 


’ originates Top 10 Dance Party from Roanoke’s airport, with 1,000 high-school students attending 


Hollywod 
date The Hop has been a very suc- 


utive for candies: “To 


cessful vehicle for us. I cannot give 
you actual sales figures, but you 
can be assured that the dollar volume 
has increased substantially since 
Hollywood first started its one-third 
sponsorship of The Hop. 

“At first there was a great deal of 
reluctance from the territory repre- 
after five weeks he 
had a very enthusiastic attitude. We 
have noted, too, that many outlets in 


sentative, but 


the area now carry four and five bars 
of the Hollywood line, whereas be- 
fore they were carrying one or pos- 
sibly two at the most.” 

In the five years that the Pepsi 
bottlers in the area have used wCIA, 
this is the first year and the first pro- 
gram they have sustained over the 
summer months. States John Tre- 
bellas of the Champaign Pepsi-Cola 
Bottling Co.: “Over and above the 
entertainment qualities of The Hop, 
we are getting positive reactions 
from parents and businessmen con- 
cerning the program’s aspect of giv- 
ing its teen-age viewers and partic- 


ipants a healthy outlet.” 

One of the more ambitious shows 
of its type is wcpo-ty Cincinnati's 
Tv Dance Party, which 
three full hours of air time every 


occupies 


Saturday afternoon from | to 4 and 
plays host to some 300 teen-agers per 
session. In the winter the program 
originates from the local Coca-Cola 
Bottling Works auditorium, and dur- 
ing the hot months it comes from 
Island’s Moonlite Gardens, 
long a major showcase for the coun- 
try’s top dance orchestras. 

Myles 


show has had, in its three years on 


Coney 


Foland emcees, and _ the 


the air, an impressive list of names 
signing its guest book, among them 
such as Pearl Bailey, Pat Boone, 
Joni James, the Andrews 
Andy Williams, Frankie 
Tony Bennett and the 

Sisters. 


Sisters, 
Avalon, 
Fontaine 


Referring to Clearasil, a recent 
sponsor on the program (Coca-Cola 
has one hour of it each week), Henry 
A. Shull, director of advertising for 
Eastco, Inc., White Plains, N. Y., 


(Continued on page 48) 


Bandstand Programs 


ALBUQUERQUE: 
KOAT-TV: Bandstand; Bill Previtti; 
Monday-Friday, 4:30-5:30  p.m.. 
Saturday, 4-5:30 p.m.; participat- 
ing. 

ALTOONA: 
wFBG-Tv: Dance-Time; Al Wolfe: 
Saturday, 11:30 a.m.-12:45 p.m.; 


participating. 


(Continued on page 53) 


It?s Rate the Records on WNTA-TV 
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Big Spenders 


Clark tells formula for getting dollars from those teen-agers’ jeans 


elevision advertisers are missing 
the boat on one of the biggest 

and fastest-growing markets in the 

country—the teen-ager. 

The prime reason for this, I think, 
is that most advertising men and 
sponsors think of today’s teen-ager 
as being a sort of rock ’n’ roll Andy 
Hardy, a hip Harold Teen. When 
they see a duck-tailed teen-ager 
walking down the street, they think 
of him in terms of their own youth, 
when a teen-ager thought he was im- 
mensely wealthy if he had a dollar 
in his pocket. 

But times have changed. Our mod- 
ern crop of teen-agers have more 
money in their blue jeans and dirndls 
than ever before in the history of this 
country. Statisticians estimate that 
the total income of teen-agers from al- 
lowances and earnings this year is 
$9.5 billion. And this is just the be- 
ginning. By 1965, if the growth of 
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By DICK CLARK 
ABC-TV Star 


the teen-age population follows its 
current statistical pattern, this figure 
should reach $14 billion. 

While these billions of dollars in 
spending money are impressive, they 
represent only one phase of the teen- 
age “revolution” that is taking place 
in this country. The teen-agers are 
taking over—and for good or bad, 
their influence has been or will 
shortly be felt everywhere in the 
American economy and culture. 

The best evidence I can think of 
to prove this statement can be found 
in the following statistics (these are 
figures, by the way, that every adman 
should carefully store away in his 
file of really vital information) : 

1. By 1965, the teen-age popula- 
tion should reach 24 million—com- 
pared to the present population of 
16 million. 

2. In the 15-year period, 1955- 
1970, the teen-age population will 





double, while the total U.S. popula- 
tion will grow only about 23 per cent. 

To my mind, these figures mean 
one thing. The adman and timebuyer 
of the next few years who hopes fully 
to exploit all markets for his clients 
owes it to himself to learn as much 
as possible about the teen-age mar- 
ket and the teen-ager himself. The 
teen, providing he isn’t this already, 
will shortly become one of the basic 
bread-and-butter factors in American 
advertising. 

If you grant this, then the next 
question that automatically presents 
itself is: “Okay. So now what is this 
teen-age critter like?” 

That’s a hard question to answer. 
It’s so easy to lapse into broad gen- 
eralities. But each year I meet and 
talk to about 300,000 American 
youngsters—and if you were to press 
me on the matter, this is how I would 
describe them as a potential market. 
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First of all, the teen-ager is willing 
to experiment, willing to try new 
things. You'll find that almost all 
mass buying trends start in this 
group. Since he is naturally receptive 
to new ideas, he makes an ideal car- 
rier of new ideas into the home. 

Secondly, today’s teen-ager is, com- 
paratively speaking, a big spender 
whose buying habits go far beyond 
popcorn and bobby sox. He regards 
many things as necessities that most 
adults would call luxuries. He’s en- 
thusiastic about cars, hi-fi, vacations, 
movies, new clothes. Since his par- 
ents usually provide him with the 
basic necessities of life, he can con- 
centrate his spending on the more 
luxurious items. 

Consider, for example, these ran- 
dom facts and figures. There are 
roughly 5.5 million auto drivers 
under 19 in this country, every one 
of them a potential market for 
petroleum companies, tire manu- 
facturers, auto-parts stores. Most 
teen-age girls, by the time they are 
16, are buying most of their own 
clothing. By the middle teens, 40 per 
cent of all teen-age girls are buying 
for their hope chest. The average 
weekly income of 18-year-olds is $15. 
The teen-ager is clearly a buying 
figure of importance. 

Thirdly, you will find that most 
teen-agers are intensely brand-con- 
scious. My experience selling to these 
youngsters via radio and television 
has taught me this—it is relatively 
easy to capture the brand loyalty of 
a youngster, but it is rather hard to 
keep this loyalty. 

Since teen-agers are going through 
a period of great physical and emo- 
tional change, their tastes shift 
quickly from one extreme to another. 
This in turn is reflected in the fre- 
quency and variety of their pur- 
chases. 

Teens are also basically ‘ 
identifiers” and hero worshippers. 
They veer quickly from one fad to 
another according to what’s imme- 
diately popular with their group and 
its leaders. If the teen-age leaders in 
the community or in the nation 
should suddenly decide to wear 
sloppy sweaters, sandals, long side- 
burns and a beret, the next week the 


‘ 
group 


entire teen-age population is likely 


to be wearing the same costume. 

Finally—and perhaps most impor- 
tant of all—the teen-ager has a tre- 
mendous influence on the purchases 
made by his family. If you're a 
parent with teen-age children in the 
house, I think you probably know 
how effective a teen can be when he 
sets his mind on buying one product 
over another. Few parents can stand 
up under the constant and steady 
bombardment of “irrefutable logic” 
from the youngsters. 

Going back to those statistics 
numerous studies have shown that the 
teen-ager influences the family pur- 
chase of everything in the house from 
washing machines to cars. Teen-age 
girls have an especially profound in- 
fluence on the family purchasing 
power—more so than boys. Accord- 
ing to the statistics, 96.9-per cent are 
partially responsible for meal plan- 
ning, 79 per cent go shopping for 
food, 91.8 per cent help cook an 
average of nine meals a week, three 
out of every five teen-age girls give 
an average of four-and-a-half parties 
a year. 

Whole industries have grown up to 
depend on teens. I think, for example, 
that the success of tv frozen dinners 
is due in part to the kids. They dis- 
covered that the easiest way to eat a 
meal is from a tray in front of the 
tv set; and the next thing the parents 
knew, they had a freezer full of tv 
dinners. I also know of a clothing 
manufacturer in New York who never 
puts a dress on the market without 
first consulting his potential teen cus- 
tomers. He either brings in the 
youngsters and asks for their com- 
ments or takes the clothing to one of 
the local tv shows with a high teen- 
age viewing audience. The dresses 
are shown on the screen, and then 
the manufacturer carefully checks all 
the letters and comments about the 
fashions mailed to the show during 
the succeeding weeks. 

The most obvious example of teen- 
age influence can of course be seen in 
the movie and record industry. The 
phenomenal success of young per- 
formers like Elvis Presley, Ricky Nel- 
son and Fabian is eloquent testimony 


(Continued on page 73) 








levision’s unique quality of 

making it possible for an expert 
demonstrator to show a roomful of 
furniture and explain its features 
within the space of a short commer- 
cial have made it the ideal medium 
for selling furniture and home 
furnishings. 

More and more stores across the 
country have proved to their own 
satisfaction that it is better to let 
their best salesman show their wares 
to thousands of prospects in the 
prospect’s own living room than to 
try to persuade that possible cus- 
tomer to come into the store. 

Last year larger furniture stores 
advertising in more than one market 
spent about $3 million in television 
advertising, says TvB. A far larger 
figure—some experts estimate about 
$8 million—was spent locally by 
steres using television advertising 
within their own trading area. 

Whatever the total spent in tele- 
vision, best proof of the medium’s 
efficiency as a furniture and home- 














furnishings salesman comes from the 
store advertising managers and 
agency executives who have used it. 
Included here are a number of typi- 
cal examples chosen from all parts 
of the country. 


Doubles Business 

In two years the Colonial Heights 
Furniture Co. of Lancaster, Chio, 
has doubled its volume through the 
use of television. 

Located in a relatively small mar- 
ket (pop. 25,000), Colonial Heights 
is one of Ohio’s largest in total floor 
space. Its stock of furniture ranges 


. in quality from moderate to highest 


possible, and it prides itself on offer- 
ing each piece at the lowest price 
possible for the quality offered. 
Some 30 miles from Columbus, the 
store was not allowed to advertise in 
the Columbus newspapers. In Janu- 
ary 1957 L. S. Vance, owner of the 
store, arranged a schedule ef spot 
announcements on WTVN Columbus. 
About $250 weekly was put in the 









































announcements to begin with, and by 
the end of 1957 an increase of 33 per 
cent was reported. 

The spot-announcement campaign 
continued in 1958, and despite a na 
tional decrease in furniture sales 
that year of 10 per cent, Colonial 
Heights showed an additional gain 
of 20 per cent. 

Store commercials emphasize the 
policy of high quality for less money, 
service and mass displays afforded by 
their huge display space, and the 
fact that they will deliver anywhere. 

“Television has been directly re. 
sponsible for bringing customers to 
my store from places that heretofore 
we have not serviced,” says Mr, 
Vance. “It has been the most suc 
cessful advertising medium Colonial 
Heights has ever used.” Total an- 
nual television budget is approxi- 
mately $20,000. 


Tv Only Medium 
Before 1957, Vredevoogd’s, 1423 
Grandville S.W., Grand Rapids, spent 


&) Furniture 
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its entire $5,000 advertising budget 
in newspapers. In 1957 it was de- 
cided to buy some tv as an experi- 
ment and the furniture and home- 
furnishings store bought The House 
that woop-tv Built on the Grand 
Rapids station. The summer-long tv 
exposure brought customers from a 
wider area than ever was reached 
through newspaper advertising, so Mr. 
Vredevoogd bought the same promo- 
tion in 1958. 

Crediting a 20-per-cent increase in 
business to television, the store execu- 
tive decided to continue on television 
when fall came and bought a special 
half-hour program to announce new 
lines of furniture. The program an- 
nounced an open house at the store, 
the only advertising for the special 
showings. On the day of the open 
house a heavy rain fell, but it was 
necessary to open the store a half- 
hour early to accommodate the 
crowd. A full house was reported all 
day long, and it took three weeks to 
catch up on orders from the one day. 












Today Mr. Vredevoogd spends his 
entire budget in tv. He himself ap- 
pears on his weekly programs with a 
Woop-TV personality, displaying new 
furniture and discussing problems in 
interior decorating, color 
nating and furniture maintenance. 


Credits Growth to Tv 
“We must credit television with 
our continued growth in Sioux City,” 
says Sid Baumsted, co-owner of Na- 
tional Furniture Co., 6th and Wesley 
Way in that Iowa center. “We feel it 
is one of the most important, if not 
the most important, advertising 
media we use. We know it works 
as we continue to feel the impact 
week after week even though we have 
been on the air for so many years.” 
National Furniture has been a 
regular advertiser on KVTV Sioux 
City for the past six years. It has 
used programs and spots throughout 
that period. 
Currently the store is sponsoring 
the CBS Film Sales program, Colonel 
(Continued on page 58) 
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Sales gains follow 
when merchants 
show their wares in 


prospect’s home 








Selling with Tv 


A&N Furniture & Appliance Co., 911 
East McMillan Ave., Cincinnati. Irvin 
Rosen, partner. Joint sponsor 6:30 p.m. 
news (6:30-40) Wednesday and Friday on 
wLw-T Cincinnati. “We've used WLWw-T con- 
tinuously and successfully for the past 11 
months and have been very pleased with 
results,” says Mr. Rosen. “In short, tele- 
vision has given us new customers and 
strengthened our position in a very com- 
petitive market.” 


Bensinger’s Outfitting Co., 313 West 
Market, Louisville. Charles Bensinger, 
president. Alternate sponsor of Ziv’s Bold 
Venture on wWAVE-TV Louisville (8-8:30 
p.m. Thurs.). Uses live commercial weekly 
under major and minor commercial agree- 
ment. Approximate annual budget: $25,- 
000. 


Chico Carpet and Draperies, 1218 
Esplanade, Chico, Cal. Don Thomas, 
owner-partner. Buys MCA-TV syndication 
Mike Hammer weekly on Kust-tv Chico. 
“Results are so good I’m afraid to go 
on record as saying so, as it might lead to 
having some more of my competitors using 
tv and sharing the wealth,” says Mr. 
Thomas. “Our shop could not afford a 
weekly half-hour show on tv, as we have 
had for the past three years, if we were 
not getting very good results.” 
mate annual budget: $12,000. 


Approxi- 


Coats Furniture and Appliance, 2650 
East Grand River, East Lansing. Tony 
Coats, owner. Buys Saturday- and Sunday- 
night feature films each week, Tony Coats 
Hour, on wysim-tv Lansing. Other occa- 
sional announcements. Commercials are 
voice over slides. Been on for four years 
and attributes large part of expansion from 
one to three 
Lansing and another in Jackson, Mich.) 
to television. Approximate annual budget: 


$25,000. 


stores (including one in 


Engles Sales and Service, 610 Towson 
Ave., Fort Smith. Bill Engles, manager. 
Bill Engles does all of his own commer- 
cials ad lib on KNAC-TV Fort Smith. Using 
both 30-minute programs and spot satura- 
tion campaigns, as well as special drives, 
he sells the goods with his sincerity and 
personality. “I consider television the most 
effective advertising medium that there is,” 
he says. “I am well pleased with results 
in increased sales and profits.” Annual 
budget is approximately $6,000. 


Elgin Furniture of Cleveland. Jack 
Sharp Adv. is agency, with Mr. Sharp 


(Continued on page 59) 
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Sports and television 





Pulse survey shows that 


while “‘viewers’’ outnumber “‘attenders”’ 
three to one, most deny 


tv keeps them away from contests 


elevision, which was once decried 
by partisans of almost every sport 
as a one-eyed murderous ogre, today 
is stimulating attendance at major 
athletic contests, according to results 
of a special study recently completed 
by The Pulse, Inc., for TELEVisiox 
AGE. 

Without question, tv’s initial im- 
pact on the gates of most sports events 
was an injurious one; only the stout- 
est fans bothered to go to the ball 
game when it could be seen at home, 
But it was inevitable that each tele. 
vised sport would pick up new root- 
ers who would grow curious enough 
to go in person to the event, and then 
go often. 

The Pulse survey indicates that 
something like this happened, since 
there is a close inter-relationship be- 
tween viewing and attending these 
days. The research firm polled 1,000 
men 18 years and over in the New 
York metropolitan area to come up 
with its conclusions. 

The crucial issue—the impact of 
viewing on attendance—was tackled 
by Pulse interviewers in question 5, 
The vast majority of the respondents 
(81 per cent) said that tv broadcasts 
of sports events in no way affected 
their attendance of those events. 
Another 3.9 per cent reported that 
they attended less often, but these 
were more than offset by another 15.1 
per cent who said that television 
coverage of sports had increased their 
attendance at those sports. 

Pulse’s initial query (question 1) 
was designed to find out how many 


QUESTION 2: How many Yate | 


games have you attended? 


% | 
| one 5.6 | 
two 2.6 | 
three Li # 
four 15 | 
five 2 
six and more 8 

Total Yankee Games 
Attended 11.8* 


Total men interviewed 1000 


*Totals less than figure in Table 1 
showing baseball attendance because 
of attendance at other than Yankee 

games. 
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QUESTION 1: Have you attended any of these sports events in the last 6 


months? 
% 
Attendance Total Sample 
Baseball 28.2 
Basketball 11.7 
Boxing 4.5 
Wrestling 1.7 
Tennis 2.4 


Miscellaneous—other sports 5.0 


Total men attending 
some sport 33.9 
Total men interviewed 1000 


of the sample went to sports events, 
and what kind of events were most 
attended. It is not surprising, then, to 
find that baseball (28.2 per cent), 
basketball (11.7 per cent) and boxing 
(4.5 per cent) led the field in that 
order. What is surprising is to 
find that the order of popularity of 
these events changes on television 
(question 3). 

Baseball remained the most popu- 
lar sport viewed or attended, since 
81.5 per cent of the total sample 
watched the sport on television within 
the past six months. However, box- 
ing nosed out basketball for second 
place in terms of viewing with 65 
per cent of the sample. Basketball was 
viewed by 39.5 per cent of the 
sample. It should be noted however, 
that basketball has a short season, 
while boxing has none. 

Another conclusion that can be 


Age Levels 


18-34 35-49 +50 & over 
36.3 30.0 18.3 
20.3 10.0 5.7 
5.7 4.3 3.7 
1.3 6 3.2 
5.7 14 ek 
9.0 3.7 26 | 
| 
45.3 34.9 23.4 | 
300 350 350 | 


drawn from replies to questions 1 
and 3 is that with the exception of 
wrestling young men attend and view 
more sports than do older men. That 
is to say that 45.3 per cent of men 
interviewed in the 18-34 age bracket 
attended some sport in the last half 
year, while the percentage of at- 
tendees in the older age brackets 
dropped as the years increased: 35- 
49, 34.9 per cent; 50 and over, 23.4 
per cent. 

Viewing followed a different pat- 
tern. In the youngest age group 93 
per cent viewed sports events iri the 
past six months, 96.2 per cent of the 
35-49 age bracket were sports view- 
ers, and 89.7 per cent of respondents 
50 years and over watched sports on 
tv. 

Professional wrestling, one of the 
more amusing formats on television 


(Continued on page 64) 





QUESTION 3: Have you watched any of these sports events on television in | 


the last six months? 


% 
Viewing Total Sample 
Baseball 81.5 
Basketball 39.5 
Boxing 65.0 
Wrestling 39.1 
Tennis 12.1 


Miscellaneous—other sports 27.0 
Total men viewing 

sports on tv 94.0 
Total men interviewed 1000 


| 


| 


Age Levels 
18-34 35-49 50 & over 
% % % 
84.0 85.0 75.8 
55.3 40.0 25.7 
68.0 68.5 58.2 
36.3 36.8 45.2 
19.0 10.0 8.0 
39.3 27.5 15.1 
93.0 96.2 89.7 
300 350 350 











QUESTION 4: Do you watch tele- 
vision baseball broadcasts? 


% 
Viewing Total Sample 
view frequently 37.8 
view occasionally 43.7 


Total men viewing 
baseball on tv 81.5 
Total men interviewed 1000 


QUESTION 5: Do you believe that 
television broadcasts of sports 
events have made any change in 
your attendance at these sports 
events? 


Effects % 
Attend more often 15.1 
No change 81.0 
Attend less often 3.9 
Total % 100 
Total men interviewed 1000 


QUESTION 6: Have you watched 
any of these sports events on tele- 
vision, or attended contests, in 
the last 6 months? 


View in past 6 months % 
Baseball 97.0 
Basketball 60.5 
Boxing 77.5 
Wrestling 39.0 
Tennis 15.3 
Others 31.6 
Total % viewing sports 

on tv 99.4 
Total men attending 

baseball games 282 


_ 


QUESTION 7: Have you attended 
any of these sports events in the 
last 6 months and do you watch 
tv baseball broadcasts ? 


Viewing Regularity % 
Frequently 64.0 
Occasionally 33.0 
Total % who attend games 

who view baseball 97.0 
Total men attending 

baseball games 282 
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Teens and tv 


Bronxville, N. Y. students “‘work hard” on study, conclude that “‘television is good” 


a |) students feel that tele- 
vision is good.” That state- 
ment is a conclusion drawn from 
a recent survey of the viewing habits 
of elementary and high-school pupils 
conducted not by Nielsen, Pulse or 
TvB, but by the pupils themselves— 
as represented by an eighth-grade 
class at the Bronxville Public School, 
Bronxville, N. Y. 

With the 20-odd members of Nor- 
man H. Wilson’s English class di- 
vided into groups to tackle each 
subject, the students turned out a 
10-page treatise covering such topics 
as video history, how tv works, 
pay and educational tv, advertising, 
censorship, commercial preferences, 


etc. In the foreword to the study 
the children admit, “It was hard 
work,” 

Two essays on censorship provide 
food for thought. In one, Mary 
Daley explains how she surveyed 
“quite a few” neighbors and her 
parents to find them divided into two 
groups—one believing the networks 
and sponsors should censor programs, 
and the other holding that it is up 
to parents to keep certain shows 
away from their children. Mary her- 
self thinks the networks should 
“censor the more violent action” and 
that the parents also check what 
their youngsters watch. 

A second student, Laurie Kantack, 


“The Late Late Show?” 


Which one of you children 


listed that as your favorite? 
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writes, “The combination of movies, 
crime and western programs makes 
too much violence on tv.” She also 
feels there are “too many cartoons 
which don’t teach children anything, 
and most of them are repeated sev- 
In addition, she feels, 
shows such as Little Rascals and 
Three Stooges teach bad habits “like 
hitting each other over the head.” 

Viewing habits in the elementary 
grades were surveyed via personal 
kindergarten- 
pupils and 
through questionnaires in the higher 
grades. 


eral times.” 


interviews with the 
through-fourth-grade 


The kindergarten pupils’ three fav- 
orite programs were Little Rascals, 
Rin Tin Tin and Perry Como. The 
first and second grades liked Three 
Stooges, Popeye and Abbott and 
Costello. Walt Disney Presents and 
Zorro joined Three Stooges as choice 
of the third graders. The “adult” 
adventure shows loomed suddenly in 
the lists of fourth, fifth and sixth 
graders, with Maverick a winner in 
all grades. 77 Sunset Strip, Thin Man 
and Sea Hunt were other favorites, 
with the fourth graders showing a 
remnant of juvenile innocence by in- 
cluding Leave It To Beaver. 

It was also learned that viewing 
time increased as the pupils grew 
older, with kindergarten children 
watching less tv than do first graders, 
first graders less than second graders, 
etc. “I can’t understand that,” said 
one reporter, “since sixth grade chil- 
dren have more homework than do 
kindergarten children; as a matter 
of fact, kindergarten children have 
absolutely no homework.” 

Among other facts derived from 


(Continued on page 74) 
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Film Report 


P&G PROGRAM TEST 

Procter & Gamble Co., for Tide, has 
launched a formal test of syndicated 
programs in a number of markets in 
the midwest. It’s understood that the 
giant spot tv spender is trying to pin- 
point the precise sales results that can 
be obtained by the use of half-hours 
on an alternate-week basis. Should re- 
sults of the test conclusively prove 
that programs in spot offer extra 
yardage in terms of prestige and mer- 
chandising on a local level, look for 
an over-all increase in the company’s 
use of half-hours. At present, P&G is 
known primarily as a user of spot 


announcements, although it has also 
purchased syndicated programs when 
local conditions seemed to warrant it. 
Agency handling the Tide account is 
Benton & Bowles. 


STATIONS FOR FILM 

There appears to be no set pattern 
in the way in which motion-picture 
companies expand into television- 
station ownership. 

Columbia Pictures Corp., pur- 
chasers of KTvT Salt Lake City and 
KDYL-AM-FM in that market, has set 
up a new subsidiary, Columbia Pic- 
tures Electronics Co., Inc., to run 
those outlets, although Screen Gems, 





Bee SUCCES... ocindiennshadas 


ne on Ziv’s Sea Hunt have 
been such as to justify produc- 
tion of a full third series. A favorite 
with such top regional advertisers as 
Heileman Brewing, Chevron and 
Standard Oil of California, the pro- 
gram is also held in high regard by 
many local sponsors. 

One of these, the Massey-Hite Gro- 
cery Co., Inc., which operates 18 
Thrift Way Supermarkets in Florence, 
S. C., is no stranger to the successful 
use of syndication, since it has been a 
regular sponsor of many programs 
over WBTW Florence since June of 
1956. But the sales results which fol- 
lowed from its bankrolling of Sea 
Hunt, according to a company spokes- 
man, indicate that the show is the 
most popular ever. 

The spokesman is Lewis C. Hite Jr.. 
vice president of the grocery chain. 
“We have been most pleased,” he re- 
ports, “with the way our television 
shows on WBTW have increased the 
traffic in our stores. Judging from the 
comments we have received from our 
grocers reporting on audience accept- 
ance of our shows, I would say that 
Sea Hunt is by far the most popular 
program which we have sponsored on 
the station.” 

WBTW telecasts the underwater ad- 
venture series on Thursdays, 8:30-9 
p.m., and Massey-Hite has been spon- 
soring it in that time slot since Oc- 





...-Massey-Hite Grocery Co., Inc. 





tober of last year. The client’s first 
investment in a syndicated film show 
was another Ziv series—Mr. District 


Attorney. 

Ratings on Sea Hunt have held up 
in many diverse markets. The Ameri- 
can Research Bureau June report 
awarded the series a 21.6 in Mil- 
waukee, a 23.0 in Atlanta, a 21.6 in 
Chicago and a 34.2 in Grand Rapids. 
It was ranked fifth among the top 20 
syndicated shows for June by Pulse, 
and the same research organization 
placed it second among the top 10 
syndicated adventure shows for June. 

Shooting on the third series of 39 
episodes of Sea Hunt will commence 
shortly in Nassau. Lloyd Bridges por- 
trays a free-lance underwater investi- 
gator in the series, which is currently 
telecast in 187 markets. Ivan Tors is 
producer. 















Columbia’s television subsidiary, in- 
itially set up a department to acquire 
and run stations. 

On the other hand, Twentieth Cen- 
tury-Fox, buyers of National Telefilm 
Associates’ KMsP-TV Minneapolis, 
actually made the purchase (for $3.5 
million) through its tv subsidiary, 
Twentieth Century-Fox 
Inc. 

Norman Louvau has been named 
administrative head of Columbia’s 
new subsidiary. Other officers of the 
corporation are A. Schneider, presi- 
dent; Leo Jaffe, first vice president; 
Nathan Cohn, John Mitchell and 


Jerome Hyams, vice presidents; Bur- 


Telev ision, 


ton Hanft, treasurer, and Russell 
Karp, secretary. 
LONG RUNNERS 

Some researchers at California Na- 
tional Productions sat down the other 
day and drew up a kind of status re- 
port on three of the company’s more 
familiar properties: Badge 714 (re- 
runs of Dragnet), Hopalong Cassidy 
and Medic. The totals were surprising. 

Badge 714, for example, is now in 
its seventh new series in syndication, 
and to date the first six have racked 
up 621 sales domestically, exclusive 
of renewals for the latest 33 episodes. 


CNP figures that total exposures thus 
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far in syndication (number of markets Loui 
multiplied by number of episodes) Mia 


SELLING COMMERCIALS siiisinc sa nna | 


month, at which time syndication sales 4 4 


Advertising Directory of 




























































should climb even higher. Cha 

Hopalong Cassidy, handled by Cup 

| CNP’s Victory Program Sales divi- Elec 

Amoco « Joseph Katz : Bank of Hawaii » Lennen A tonal sion, is in syndication in three ways; in 
; —_ ey there is a series of 60-minute stanzas, Pete 

and two more series of half-hour films, and 

Most recent total of series’ sales T 

amounts to 434, and CNP estimates Cor 

that the western is seen by 2,230,000 spic 

viewers. Ren 

: ‘ Medic was placed on the market-by- Los 

—= 7 Se | | market route last year by VPS, and C0. 

GRAY-O'REILLY STUDIOS, New York BANDELIER FILMS, Albuquerque is currently telecast in more than 100 Play 
cities. A CNP analysis of sample sta- othe 

tions carrying Medic’s first syndica- Eme 

tion run indicates it has an average Mia 

American Home Foods, Inc. » Young & Rubicam Boyle Midway » J. Walter Thompson share-of-audience of 39 per cent, C 
. ws bal which certainly compares favorably $50 
\ to the 33-per-cent average share re- Can 

corded by the show’s first run over the Fra 

| network in the same markets. dou 

SALES ... ‘i 

for 


“In the final analysis, it’s the price 
the buyer is willing to pay that is the 





- fe true indication of a program’s value,” . 
PELICAN FILMS, INC., New York GIFFORD ANIMATION, INC., New York says CNP general manager Jake E 





Keever. As an illustration he cites the AB 

sales of California National’s new fall sho 

| syndication entry, Not For Hire, cna 

Atlantic Refining Co. » N. W. Ayer Bufferin + Young & Rubicam which has earned an average of 128 Cor 
per cent over the prevailing market hav 

tabs for previous series. The Ralph D 

one 


Meeker starrer is proving no slouch at 
racking up a great list of markets in 
spite of the revenue-per-sale gain. In 
the past week buys have been made by 
Household Finance and R. G. Dun 
cigars in Detroit; by the Kroger Co. 





sO 
HFH PRODUCTIONS, INC., New York WONDSEL, CARLISLE & DUNPHY, INC., New York in Evansville; by Canadian Breweries, 
Ltd., in Buffalo, Rochester, Watertown 


and Erie; by Williams shave cream in 





Miami, and by 13 stations across the 
Seteatine « Witten fety Cadence Records, Inc. | country. This brings the total to 74 


markets signed in less than four 






weeks. 

A new regional deal for ITC’s Four 
Just Men brings the total markets sold 
after a month on the counter to 74 
Reynold C. Johnson Co., western 
Volkswagon distributor, has picked 
Th S| - up the tab for Fresno, Sacramento, 
CARAVEL FILMS, INC., New York JAMES LOVE PRODUCTIONS, INC., New York San Francisco, Salt Lake City, Seattle 
and Portland. Other recent buys have 
| been made by the Kroger Co., St 
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Louis; First Federal Savings & Loan, 
Miami; Continental Oil Co., Denver 
and Salt Lake City; Sun Oil Co., Hart- 
ford-New Haven; TV, Inc., Nashville 
and Phoenix; Duke Power & Light, 
Charlotte; General Electric and Royal 
Cup coffee, Birmingham; General 
Electric, Louisville, and station buys 
in Peoria, Jacksonville, Tampa-St. 
Petersburg, New Orleans, San Diego 
and Mobile. 































































The Shilling division of the Mc- 


Cormick Co., maker of coffee, tea and 
spices, has purchased CBS Films’ 
Rendezvous for showing over KABC-TV 
Los Angeles and KRON-TV San Francis- 
co. The series will be retitled Shilling 
Playhouse in the two markets. Two 
other newly announced buyers are the 


Emerson Rug Co. in Boston and WCKT 
Miami. 


CBS Films also announces a 


$500,000 sale to Procter & Gamble of 
Canada for spot programming of San 
Francisco Beat, | Love Lucy, Track- 
down and Mr. Adams and Eve. P&G 


bought 52 episodes of each program 
for showing on 19 to 29 CBC stations, 
with starting dates staggered from late 
August through October. 

P&G of Canada has also bought 
ABC Films’ The People’s Choice for 


showing on the French-Canadian sta- 


tions of the Canadian Broadcasting 
Corp. Four station sales in the U. S. 


have also been made. 
Newspix, Inc., which is offering 


one-hour taped rebroadcasts of 10 








Notre Dame football games for show- 
ing on the Sundays after the games, 
has signed up 52 stations and expects 
the final total to hit about 115. Thirty 
of the stations signed to carry the 
series have already sold out. 


KHVH-TV Honolulu has contracted 
for MCA-TV’s Paramount library 
after the films were shown to the three 
Honolulu stations. . . . NTA Interna- 
tional has charge of the sales of 10 
Shirley Temple features currently be- 
ing made available. Four of the films 
are new to television—Dimples, Stow- 
away, Bright Eyes and Just Around 
The Corner. 

Clutch Cargo, the cartoon series 
with a comic-strip format being dis- 
tributed by Bagnall, has racked up 
close to half-a-million in sales. . 
Nabisco’s Sky King will move to the 
CBS-TV Saturday-morning children’s 
block. . . . Seventeen new sales have 
been made in the past two weeks of 
ABC Films’ 26 Men. . . . CNP reports 
eight new markets in the basket for 
its syndicated series, Flight. 


CORPORATE REORGANIZATION 


National Automotive Fibers, Inc., & 


has acquired KcoPp Los Angeles in a 
stock swap with Bing Crosby and 
Kenyon Brown, who also are. key 


stock holders in NAFI. This brings 


the station under direct control of the | 


corporation, which recently purchased 
KPTV Portland, Ore., and radio sta- 
tion KOBY San Francisco. Mr. Brown 
personally owns three other radio sta- 
tions. Negotiations are now under 
way for the purchase of the McGowan 
Studios in Hollywood, which will 
serve as a base for the production 
of programs to be syndicated by 
the NAFI Syndication Division. (The 
first of these will probably be a new 
documentary series.) Paul V. Shields, 


of the Wall Street firm of Shields & | 


Co., is chairman of the board of | 


NAFI; president is John G. Bannis- 


ter; Mr. Brown holds the title of di- | 
rector of television and radio prop- | 


erties, and Alvin G. Flanagan, general | 


manager of KTOP, is being placed in | 


charge of all television stations. 


PERSONNEL ... 
Alvin E. Unger has been named 
general manager of ITC’s special- 

















MR. UNGER 


projects division, moving up from the 
post of administrative manager of 
Arrow Productions, ITC’s re-run unit. 
In his new position Mr. Unger will 
continue to supervise the Arrow line- 
up, as well as taking over adminis- 
tration of the Jeffs Collie division. 
Also promoted by ITC were Philip 
Besser, 
director to production coordinator 
and Herb 


sales planning manager, who becomes 


who moves from program 


(east) , Lazarus, former 


sales coordinator. 
CBS Films has announced the ap- 


“BIG CHEESE in Wisconsin 


Not only 34 million people 
but 2 million cows. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 
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pointment of two new account execu- 
tives: Robert E. Stuart, formerly with 
Clarke Brown Co., who will be in 
the Dallas office, and James O’ Rourke, 
who leaves wGN-TV Chicago for the 
CBS Chicago office. Gerald A. Wolfe, 
formerly a member of CBS’s office- 
services department, will become a 
sales promotion research assistant for 
CBS Films, it has also been an- 
nounced. 

George T. Shupert, vice president 
in charge of television for MGM, has 
announced the appointment of Leon 
I. Mirell as director of business af- 
fairs. Mr. Mirell, who is a graduate 
of Harvard Law, has resigned from 
the CBS-TV program department to 
accept the new position. 

Robert M. Fisk has joined Fre- 
mantle International as supervisor of 
Latin American sales. Prior to this 
appointment, Mr. Fisk was manager 
of film operations for ABC Films. . . . 
Video International Productions has 
named William Hillpot as vice presi- 
dent in charge of national sales and 
Jack Flax as vice president in charge 
of the syndication sales division. . . . 
Frank O’Conner, formerly of Ted 
Bates, is taking charge of new pro- 
gram development for California Na- 
tional Productions. 

Sidney Solow, manager of Con- 
solidated Labs, has been named vice 


president in charge of all lab activi- 
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Television Age Network Program Chart—Nighttime 
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PM MONDAY TUESDAY WEDNESDAY THURSDAY 
«: ABC ces NBC ABC ces NBC ABC css NBC ABC css NBC 
7 
| 
6:15 
6:30 ——+— —_—} 
6:45 ‘a _—_— 
ews Texaco, News Texaco, News Texaco, News Texaco, 
oe Se Amer. Home Huntley- bene Daly Equitable Huntley- John Daly Prestone alt | Huntley- John Daly Amer. Home Huntiey- 
7 Brinkley os alt weeks Brinkley om Gen. Foods | Brinkley News Brinkley 
:00 Report EE Se = oe 7 ? Report 4 + 4 Repert 
7:15 ——— are 6 
News News ane ~— 
7:30 — 7 = - = _ F _js Gen. Foods | 
] 
Name That Richard Musie for a To Tell The 
. Tune Diamond Stars In Summer Night} Wednesday | Oh Boy Truth _ The 
7:45 | : 
‘ Whitehall st. 9/21 Action ii cont aanier Playhouse | spot carrier Toni alt Californians 
Ch Bronco sust L&M & oust Carter sust 
eyenne = i } 
8:00 | s:-0/21 St SS ee = 2 __| The Lineup wages Tr Train | | 
alt Dennis yer st 9/30 | 
The Texan Love & Sugarfoot O'Keefe aoe 
Brown & Marri : | Zorro December Who Pays? 
| “ arriage Oldsmobile 7 i ys 
8:15 W’'mson esti t 9/22 7-Up Bride ust 
Pharma- z . aa on A.C. Spark Gen, Foods 
ceuticals =? | ms 
8:30 |___ ——|—___—_$_| ea = = 4 
cGee ohnny 
Father Knows & Molly Ozzie & The Price Is Yane Ss 
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8:45 Best ay 7 Sue To Tell the Singer & — Men in Space | Right Real McCoys Derringer Bristol Myers 
Lever pang: ge en. . Truth Standard 7 an Amer. Tob alt. color &G S. C. Johnscn &RrJd 
Scott 5 “P&G g Carter Brands ok st 9/30 } I & P P. Lorillard Reynolds 
Marlboro st 9/15 Qube | 8 
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Arthur | 
Peter Gunn Bachelor 
Pantomime Frontier , Tigh’ Murray Show The 2 6 
Bristol-Myers ightrope ane Grey Father 
9:15 Quiz Justice — yer Rifleman . Pharma- Donna Reed Millionaire nS & Theatre Amer. Tohace 
apet carrer Gen, Foods i. J. Reynolds ceuticals P.1 Pac Banna ls ‘ 8. C. Johnscn| & Whitehall 
. 3 S a ' | Perry omo 
Bt. 9/21 oS an — "Show 
9:30 | — —_——|— }+—— 
Joseph Alcoa/Good- Red Skelton K 
Cotton cet teatro | Naked City st 9/29 ~~ Se 6 Rough Riders 21 Beacon Si 
9:45 Show Piven Brown & Spotlight Accused Secret Lorillard oy 
Gen. Foods Guhvne Willi Play spot carrier |R. J. Reynolds | Bat Masterson 
Top Pro Golf Whitehall Pet Milk alt Bristol- | Kraft 
10 Genl Tir S. C. Johnson | Ford Theatre } Myers } 
700 = 2 —EE ee eee ( . - 7 he te 
“ & Rubber x t T T You Bet 
ennesey | | - 
, | This ts Your | Your Neighbor Your Life 
1 ié& | 
10:15 Pyeng es pes gaa — | armstrong Life The World Playhouse 90 Lever & 
st 9 /28 Steve Allen Wednesday | Circle Theatre | — sust Pharma 
Show Andy Night Fights Armstrong | jepent _— 
10:30 |—____—— s cesdihined iss co ee _|___Miles. Cork (alt) } Sze 
June Allyson Piya — Beewe & | U. 8. Steel | a | 
how 2 Wena le. SoStee: | Wichita Town —— 
10:45 Dupont | | P&G 
st 9/21 | st 9/30 
| 
11:00 }—— Se 2 = | | | | 
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Nighttime Index den, Whitehall, Gen, Mills, Corn- Dick Clark Show ABC Sat 7:30 Joseph Cotton Show CBS M 9:30 Markham CT 
ing, Ludens, Carnation Donna Reed ABC W 9 Jubilee U.S.A. ABC Sat 8:30 Masquerade 
Accused ABC W 9:30 The Californians NBC Th 7:30 The Ed Sullivan Show CBS Sun 8 Hills Bros., Williamson-Dickie, Maverick AB 
Adventures of Rin Tin Tin ABC F Cavalcade of Sports NBC F 1¢ Father Knows Best CBS M 8:30 Massey- Ferguson Meet McGra' 
7:30 Chet Huntley Reporting NBC Sun Fibber McGee & Molly NBC Tu 8:30 June Allyson Show CBS M 10:30 Meet the Pr 
Ford Theatre NBC Tu 9:30 Kraft Music Hall NIC W 9 Men in Spac 


Alcoa Presents ABC Tu 10 
Alcoa& Goodyear Theatre NBC M 9:30 
Alfred Hitchcock Presents CBS Sun 


9:30 

Andy Williams Show CBS Tu 10 
Revion, Kellogg, PPG 

Armstrong Circle Theatre CRS W 10 

Arthur Murray Party NBC Tu 9 

Bat Masterson NBC W 9:30 

Behind the News CBS Sun 6 

The Big Picture ABC Sat 10 

Bonanza NBC Sat 7:30 

Brenner CBS Sat 9 

Bronco ABC Alt Tu 7:30 


Amer, Chicle, Nat. Carbon, Glid- 


6:30 
The Chevy Show a, Sun 9 
Cheyenne ABC M 7 


Nat. Carbon, rea. Ralston, J&J, 
Amer, Chicle, Armour, Corning, 
Mattel 

Cimarron City NBC Sat 9:30 
Bulova, P&G, Helene Curtis, 
Cons, Cigars 


Colt .45 ABC Sun 9 

Deadline For Action ABC Sun 9:30 
December Bride CRS Th 8 

Dennis O'Keefe CBS Tu 8 

The Deputy NBC Sat 9 

Desilu Playhouse CBS F 9 


Frontier Justice CBS M 9 

G. E. Theatre CBS Sun 9 

Garry Moore CBS Tu 10 
Kellogg, PPG, Poloroid, 
Johnson 

Gunsmoke CBS S 

Have Gun, Will Travel CBS Sat 9:30 

Hennesey CBS M 10 

High Road ABC Sat 8 

1 Love Lucy CBS F 8:30 

It Could Be You NBC Sat 10:30 

I've Got A Secret CBS W 9:30 

Jackpot Bowling NBC F 10:45 

John Daly & News ABC M-F 6:45 

Johnny Staccato NBC Th 8:30 


8. C. 


Laramie NBC Tu 7:30 
Lassie CBS Sun 7 
Lawman ABC Sun 
Lawrence Welk's 
Party ABC Sat 9 

Leave It To Beaver ABC Th 9 

Miles, Ralston, Assoc. Prod 
The Lineup CBS W 7:30 

Corning Glass, Vick Chem., Glid 

den, Manhattan Shirt, Peter Paul 
Loretta Young Presents NBC Sun 10 
Love & Marriage NBC M 8 
M Squad NBC F 9:30 
Man & the Challenge NBC 


8:30 


Dodge Dancing 


Sat 8:50 


The Milliona 
Music For a 
7:30 
Naked City 
Name That | 
News CBS } 
Whiteha 
Gen. Fo 
Oh Boy AB 
Original Am 
Ozzie & Har 
Pantomime 
People Are | 
Perry Como 
Peter Gunn 








Notes: When participating and other programs have more than two 


programs 
sponsors, names of sponsors appear with alphabetical listing below chart. 


CBS: 9/12, Miss America Contest, Philco, 10-11 p.m. 
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ABC cBSs NBC ABC cBs NBC ABC CBS NBC ABC CBs 
T _ T T T T ms = 
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Behind The 
| | News With 
Howard K. 
Smith 
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News Texaco, ews Texaco, Century 
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—— Rawhide Maverick 
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A.C. Spark Gen, Foods — st 9/11 St. 9/26 The Ed 
PI Hi 
ug Walt Disney Sullivan aad 
Lincoln 
t Presents T M 
a Fcsor Wanted— Man & the Fa nd 
Pears : Staceate oo Jubilee Dead or Alive | Challenge Lawman Kodak 
Real McCoys — sristol Myers U.S.A. Kimberly- | R. J. Reynolds [R, J. Reynolds 
S. C. Johnsen & RK. J. Lucy ‘ 7 
‘&G . . . . Clark & Chemstrand Gen. Mills 
P. Lorillard Reynolds Purex Specials 9/12 
8 Brown & st 9/12 
(Various w 
+ + Sponsors) mson + 
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Zane Grey Father ombstone G, E. Theat 
Leave it The Deput . =. re 
Beaver Theatre Amer. Tobacco | Territory Brenner Xellocs , Colt .45 General 
S. C. Johnscn| & Whitehall Lipton ; Lever st 9/12 P&G Fiectric 
Philip Morris Desilu Lawrence fe : 
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Party Pharma- — ot Veo Meet McGraw My Line 
ceuticals Jackpot chlitz Pharma- Alberto-Culver Sunheam 
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| | ie | T ) Sunday News 7 
Special 
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erguson Meet McGraw ABC Sun 10:30 Reynolds Sugarfoot ABC alt Tu 7:30 
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Welk’s Dodge Dancing Naked City ABC Tu 9:30 Parliament, Sterling Drug, Gulf, ba: > <iaealtaemaeaies Report NIK we 
Sat Name That Tune CBS M 7:30 Hamm, Colgate . nage we 
Beaver ABC Th 9 News CBS M-F 6:45; 7:15 Red Skelton CBS Tu 9:30 The Texan CBS M 8 wi 
Ralston, Assoc. Prod, Whitehall, Parliament, DuPont, Richard Diamond CBS Sun 10; NBC That's My Boy CBS Sun 7:30 wi 
cBS W ) Gen. Foods, Carter, Equitable M 7:30 This ts Your Life NBC W 10 wi 
Glass, Vick Chem., Glid Oh Boy ABC Th 7:30 Rifleman ABC Tu 9 Tightrope CBS Tu 9 Ww) 
nhattan Shirt, Peter Paul po ~ear-ogh Hour CBS F 10:30 Miles, Ralston, P&G To Tell the Truth CBS Th 7:30 = 
zzie & Harriet ARC W 8:30 Riverboat NBC Sun 7 ; ¢ 
Pe Presents NBC Sun 10 Pantomime Quiz ABC M 9 Rough Riders ABC Th 9:30 Fouheene cone? ARC Fo Yo 
e NEC M 8 People Are Funny NBC F 7:30 77 Sunset Strip ABC F 9:30 Top Pre Gelf ABC M 9:30 Yo 
IBC F 9:30 Perry Como Show NBC W 9 American Chicle, Carter Prods., Troubleshooters NBC F 8 Za 
Peter Gunn NBC M 9 Whitehall, Ritchie Twentieth Century CBS Sun 6:30 Zo 





hallenge NBC Sat 8:50 


Behind The 

News With 

Howard K. 
Smith 


Twentieth Chet Huntley 
Century Reporting 
Prudential sust 


Lassie 
mpbell 
Soup 


That's My 
Boy 
sust 


The Ed 
ullivan Show 
Lineoln- 
Mercury 
Fastman- 
Kodak 


. E. Theatre 
General 
Fiectric 


Alfred 
Hitchcock 
Presents 
ristol- Myers 


‘ Loretta Young 
Richard Presents 
Diamond Toni & 

P. Lorillard Philip Morris 


st 9/20 


What's 
My Line 
Sunheam 

Kellogg 


inday News | 
Special 

Whitehall 
Carter 


21 Beacon St. NBC Th 9:30 

U, S. Steel Hour CBS W 10 

Wagon Train NBC W 7:30 
Ford, National Biscuit, R. J. 
Reynolds 

Walt Disney Presents ABC F 8 
Quaker, Reynolds, Hills Bros., 
Hudson Pulp & Paper 

Wanted—Dead or Alive CBS Sat 8:30 

Wednesday Night Fights ABC W 10 

Wednesday Playhouse CBS W 7:30 

What's My Line CBS Sun 10:30 

Who Pays? NBC Th 8 

Wichita Town NRC W 10:30 

Wyatt Earp ABC Tu 8:30 

Yancy Derringer CBS Th 8:30 

You Asked For It ABC Sun 7 

You Bet Your Life NBC Th 10 

Your Neighbor the World ABC Th 1¢ 

Zane Grey Theatre CBS Th 9 

Zorro ABC Th 8 
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Television Age Network Program Chart—Daytime 


Daytime Index 


Across the Board ABC M-F 12 

Adventure Time ALC Tu, Th 5:30 
Goodrich, Perkins, Miles 

Adventures of Robin Hood CBS Sat 
11:30 

American Bandstand ABC M-F 4 
Minnesota Mining, Armour, North- 
am Warren Corp., Old London 
Goods, Amer. Home Foods, Gen. 
Mills, Welch. Beechnut, Pepso- 
dent Block Drug, Carters, Fifth 
Ave. Candy, Rolley Suntan, Clear- 
sil, Mennen, Hollywood Candy. 
Toni, Gaylord, Drug Research 

As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Miles, Pillsbury, Gen- 
eral Mills 

Baseball Games of the Week CIS Sat 

& Sun 1:30 


ABC 


MONDAY-FRIDAY 


cBS 











On The Go 
sust 





Sam 
Levenson 

Show 
U.S. Steel 





Treasure 
Hunt 


Captain 
> Kangarvs— 


| Howdy Doody 
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Mighty Mouse | 
Playhouse | Ruff & Reddy 
Gen. Foods | (col 
Colgate- 

Palmolive 








Across the 
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Pantomime | 
Quiz | 
Lever | 

Block Drug 


Musie Bingo | 
Dart | 





—EE 


1 Love Lucy 


Top Dollar 


| Love of Life 


Search For 
Tomorrow 
P&G 


The Guiding 
Light 


—- 
| The Price is 
Right 


eo 


| Concentration 


Tie Tac 
Dough 


It Could Be 
You 





State Farm Mutual Ins., Falstaff, 
Colgate, Gen. Mills 
Beat the Clock ABC M-F 3 
Gen. Food, Lever, Beechnut, 
Drackett, Toni, Johnson & John- 
son, Armour, Amer, Home Foods 
The Big Payoff CBS M. W, F 3 
The Brighter Day CBS M-F 4 
Camera Three CBS Sun 11:30 
Captain Kangaroo CBS Sat 9:30 
College News ARC Sun 1 
Concentration NBC M-F 11:30 
Alberto-Culver, Lever, 
Brillo, Frigidaire, Heinz, Miles, 
Nabisco, Nestle, Whitehall, Bauer 
& Black, Ponds, Brown & W'mson 
County Fair NBC M-F 4:30 
Sterling, Lever, Gen. Mills, Frigi- 
daire, Heinz, Miles, Gold Seal 
Court of Human Relations NBC M-F 


Armour, * 





Jeckle 
Gen, Mills 


Adventures of | Circus Boy 
| Robin Hood Mars alt 
Colgate- sust 

Palmolive 


Saturday True Story 
News Sterling 
sust alt sust 


Uncle Al 


Detective’s 
Diary 
Sterling 

alt sust 


Mr. Wizard 


2:30 

Day in Court ABC M-F 2 
Johnson & Johnson, Amer. Home 
Foods, Gen. Focds, Drackett, 
Beechnut, Lever 

Detective’s Diary NBC Sat 12:30 

Dough-Re-Mi NBC M-F 10 
Armour, Nabisco, Brown & W'm 
son, Congoleum 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Miles, At 
lantis, Pet Milk, Pillsbury, White 

all 


Eye on New York CBS Sun 11 

Face the Nation CBS Sun 5:30 

For Better or Worse CBS M-F 2 
Toni, Lever, Scott 

Frontiers of Faith NBC Sun 5:30 

Fury NBC Sat 11 

Gale Storm ABC M-F 2:30 


| 
—_—_—_} 

| 
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Lamp Unto 
My Feet 
sust 


Camera Three 
sust 


Johns Hopkins 
File 7 


College 





Armour, Gen. Foods, Beechnut, 
Amer Home Foods, Drackett, 
Johnson & Johnson, Lever 

The Guiding Light CBS M-F 12:45 

Heckle & Jeckle CBS Sat 11 

House Party CBS M-F 2:30 
Lever, Standard Brands, Chicken 
of the Sea, Swift, Kellogg, Toni, 
Atlantis, Carnation, Pillsbury, 
A. E, Staley, Swift Derby 

Howdy Doody NBC Sat 10 

| Love Lucy CBS M-F 11 
Lever, Gen. Foods, Gerber, Scott. 
Kodak 

it Could Be You NBC M-F 12:30 
Whitehall, Ponds, P&G, Alberto- 
Culver, Armour, Nestle, White- 
hall, Corn Products, Brillo, Na- 
bisco, Miles, Standard Brands, 
Ben Gay, Congoleum 
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Queen for a 
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Court of 
Human 
Relations 


Gale Storm 


Dart | House Party 


Professional 
The 8 7 : T |} ~Foothatt 
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gate- 8 -H 
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= we 
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Open Hearing 
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The Verdict 
Trust | Personality 
part ts Yours 
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+ 
| 
| 
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| 
Consequences 


American a 
Bandstand P&G st 
part (to 5:30) l "The Seorct x 

Storm | 


tp HSU 


County Fair Thoroughbred 


| 

| 

| as = of Race of the 
~ Week 
(sust) 


| 
The Last 
Word 
| sust 
| 
= + 
Adventure 
Time T, Th | 
Mickey Mouse | 
M, W, F 
part 





The Lone : 

Ranger | Lone Ranger Face the Frontiers of 
Gen, Mills | | Nation Faith 
| sust sust 

















Johns Hopkins File 7 ABC Sun 12:30 


10:30 fam Levenson Show CBS M-F 10:30 Miles, Heinz, Gen. Mills, Sterl 
t Lamp Unto My Feet CBS Sun 10 Mr, Wizard NBC Sat 1 Saturday News CBS Sat 12 ing, Whitehall, Gold Seal 
The Last Word CBS Sun 5:00 Music Bingo ABC M-F 1 Search For Tomorrow CBS M-F 12:30 True Story NBC Sat 12 
Leo Durocher’s Warmup NBC Sat & On the Go CBS M-F 10 The Secret Storm CBS M-F 4:15 Truth or Consequences NBC M-F 4 
Sum 1265 Open Hearing ABC Sun 3 American Home Prods. Gen. Mills. Sterling, P&G Corn Prods, Al 
The Lone Ranger ABC Sun 5:30 ay oman Quiz ABC M-F 12:30 Scott vl berto-Culver, Whitehall, Ponds 
n Cracker Jacks, Gen. Mills, Fritos @ Price ts Right NBC M-F 11 _F 3: ae 
i, The Lone Ranger CBS Sat 5:30 Ponds, Lever, Sterling Drug, ee the Weck CRS ae oe ee oe dh , 
y, Look Up and Live CBS Sun 10:30 Whitehall, Sunshine, Standard Sat 4:30 ae Vareet % Youn G88 3-9 820 
Love of Life CBS M-F 12 Brands, Frigidaire, Heinz, Al- Tie Tac Dough NBC M-F 12 Standard Brands, American Home 
American Home Prods, Toni, berto-Culver, Miles, Corn Prods, Ponts, PAO. Standard Beends. Prods. Lever, Carnation, Swift, 
Lever, Atlantis, Gen. Mills Gen. Mills, Armour Heinz. Alberto - Culver. Gen. Gen. Mills, Toni, 8 eG. Johnson. 
t. Major League Baseball NBC Sat & Professional Football Games CBS Sun Mills, Sunshine, Brown & W’'m- Sterling Drug. Scott, Atlantis, 
Sun 1:55 2 son, Miles Hoover 
Bayuk, Anheuser-Busch, Nat. Queen for a Day NBC M-F 2 Top Dollar CBS M-F 11:30 Who Do You Trust ARC M-F 3:30 
D- Brewing Alberto-Culver, Miles, Nabisco, Colgate, Gen. Foods, Armstrong Drackett, Armour, Johnson & 
-- Mickey Mouse ABC M, W, F 5:30 Armour, Gold Seal, Congoleum Cork Johnson, Amer Home Foods, 
A- Gen. Mills, Goodrich, Bristol Ruff & Reddy NBC Sat 10:30 Treasure Hunt NBC M-F 10:30 Toni, Lever, Amana, Gen, Foods, 


Myers, Perkins, Mattel, Miles 
Mighty Mouse Playhouse CBS Sat 


Borden, alt %, Mars, %, Gen. 
Foods, % 


P&G, Lever, Alberto-Culver, Frig- 
idaire, Armour, Corn Products, 


Beechnut 
Young Dr, Malone NBC M-F 3 
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The second most prized possession of John Loftis 


Kraft Foods and Color TV have gone together like cheese and 
crackers since Kraft first sponsored shows in color in 1954. 

To see what his company was paying for, John Loftis, 
Kraft’s President, brought home his first Color TV set— 
complete with 15-inch screen, four controls to adjust color, 
and a $1000 price tag. Now, five years later, Mr. Loftis is still 
as excited about Color TV as that first day. He prizes his new 
set second only to the fine products his company makes. 

In its five years, Color TV has made amazing progress. 
Screen size has gone up—prices have come down—tuning has 
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scifications subject to change without notice, 


been simplified—and there are now more color shows in one 
month than in all 1954. (Mr. Loftis’ favorite? Perry Como. 
Sponsored by you-know-who.) 

You could easily become as firm a fan of Color TV as 
Mr. Loftis. Thousands have found a half-hour demonstration 
will do the trick. See for yourself. Your RCA Victor dealer will 
be glad to show you the wonderful, wonderful difference 
today’s Color TV makes. And today’s prices start as 
low as $495. 


STH ANNIVERSARY OF COLOR TV: A LIFETIME OF PROGRESS IN 5 SHORT YEARS 


@ RCAVICTOR 


CA 
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ties by Republic, owner of Consoli- 


dated. . . . Charles E. Skinner, former | 


producer of Sergeant Preston of the 
Yukon, has been appointed executive 
producer in charge of the industrial 
division by Filmaster. . . . Producer 
Bill Froug has left Goodson-Todman 
to form a new company called Star- 
cross Production with James Moser. 


. . William Harmon is replacing | 
Stanley Roberts as producer of the 


Betty Hutton Show. 


COMMERCIAL CUES... 

The second mobile video-tape com- 
pany is being formed in Hollywood. 
Called Trans-Tapix Corp., it will be 
a public company, with a $1-million 
stock issue being floated. Officers, 
nearly all former NBC engineers, are 
Frederick J. Cudlipp, president; 
Howard E. Duhamel, David B. Gra- 
ham, John Agalsoff, Louis Fusari, 
Michael A. Grande, Ralph R. Frank 
and Anthony S. Lazzarino, vice pres- 
idents. Mr. Lazzarino will function as 
writer and director, and Mr. Frank 
as attorney. 

200,000 class A shares with a par 
value of $5 are being offered to the 
public. (An equal number of class B 
shares are going to officers of the 
company.) Equipment will consist of 
two mobile tape units with four Am- 
pex recorders and seven RCA camera 
chains. 

One immediate result of the forma- 
tion is that Telepix Corp., a commer- 
cial producer, has signed a co-pro- 
duction agreement with Trans-Tapix 
for the production of spots. 

The Screen Cartoonists Guild has 
struck against Animation, Inc., in a 
jurisdictional squabble with IATSE, 
cartoonist’s union. Animation, which 
employs members of both unions, is 
continuing to operate with the latter 
employes. SCG, 
signed new contracts with several 
other producers, raising the minimum 
wages of cartoonists from $180 to 
$200 per week. 

The S.0.S. Cinema Supply Corp. 
has taken over the manufacture and 
distribution of the TCE line of Bolex 
100-ft. magazines and accessories. All 
patterns, tools, dies, etc., will be trans- 
ferred from the TCE plant in Toledo 
to S.0.S. facilities in New York. 


meanwhile, has | 


Advertising Directory of 


SELLING COMMERCIALS 





Nestle’s « McCann-Erickson 





| FARKAS FILMS, INC., New York 


Standard Oil of Indiana « D'Arcy Adv. 


“= BONUS” 
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ANIMATION INCORPORATED, Hollywood 





Procter & Gamble « Leo Burnett 





RAY PATIN PRODUCTIONS, Hollywood 


Sunoco Oil Co. « William Esty 





PELICAN FILMS, INC., New York 





Ramrod Products « Levinger Adv. 
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TV CARTOON PRODUCTIONS, San Francisco 





Texaco (Canada) e Ronalds Adv. Agency, Ltd. 





BILL STURM STUDIOS, INC., New York 





Renault * Needham, Louis & Brorby 





7 As 
PANTOMIME PICTURES, INC., Burbank 


Warner-Lambert e Warwick & Legler 





& 


ie. ae ‘ \ 
HANKINSON STUDIO, INC., New York 
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New talent negotiations by the 
Screen Actors Guild for entertain- 
ment and commercial tv films this fall 
will be based on a survey conducted 
by an independent research organiza- 
tion. The study will separate commer- 
cials and entertainment films, the lat- 
ter being additionally broken down 
into network and syndicated products. 


Robert Lawrence Productions in 
Toronto will crown “Miss Tv Com- 
mercial of 1959” at the opening of 
the new Lawrence studios in October. 
Ten girls, out of an original field of 
60, have been selected as finalists. The 
purpose of the contest is to dramatize 
the abundance and variety of perform- 
ing talent to be found in Canada. 


Commercials 


ACADEMY FILM 
PRODUCTIONS, INC. 


Completed: Midas, Inc. (Midas mufflers). 
Edward H. Weiss; Patricia Stevens Cos- 
metics, William B. Williams; I-XL Kitchens, 
Rothbardt & Haas. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: California Oil Co. (Chevron), 
BBDO:; Buick Motor Div. GM (cars, show 
opening), McCann; E. I. du Pont de Ne- 
mours & Co., Inc. (carpets, fibers), BBDO; 
Imperial Oil Ltd. (gas), MacLaren; Ford 
Motor Co. (cars), JWT; National Biscuit 
Co. (cookies, Milbrook bread), McCann; 
Lever Bros. (Lifebuoy), SSC&B; American 
Tel. & Tel. Co. (show opening), Ayer; 
Rexall Drug Co. (show opening), BBDO; 
Sperry & Hutchinson Co. (S&H green 
stamps), SSC&B; Thomas J. Lipton Co. 
(tea), Y&R; Socony-Mobil Oil Co. (Mobil 
Heat), Compton; F. & M. Schaefer Brewing 
Co. (beer), BBDO; Radio Corp. of America 
(show opening), K&E; Standard Oil Co. of 
N. J. (institutional), McCann; Bristol 
Myers Co. (Vitalis), DCS&S; Colgate-Palm- 
olive Co. (Spree), McCann. 

In Production: American Tobacco Co. (show 
opening), BBDO; Campbell Soup Co. 
(soup), BBDO; S. C. Johnson Co. (show 
opening). B&B; Boyle-Midway Co. (Wiz- 
ard), JWT: General Electric (show open- 
ing), BBDO; Ford Motor Co. (cars), JWT; 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—ClI-6-4675 
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Clairol, Inc. (feature), direct; Imperial Oil 
Ltd. (gas), MacLaren; American Motors 
(Rambler), GMM&B; General Mills (Kix), 
D-F-S. 


FILMACK CORP. 


Completed: Lanolin Plus, Inc. (shampoo, 
Wash ’n Curl, Rybutol), EWR&R; Vermont 
Transit Corp. (service), direct; Avon Prod- 
ucts (cosmetics), direct. 

In Production: Mother’s Food Products 
(gefilte fish), Dunay, Hirsch & Lewis; A. S. 
Harrison Co. (Preen wax), Hoyt; Midas, 
Inc. (auto parts), E. H. Weiss; Zonolite Co. 
(insulation), Mayer Prods.; Kiwanis Club 
(peanut sale), Glassner & Assoc.; National 
Society for Crippled Children (Easter 
Seals), direct. 


GRAY & O’REILLY 


In Production: American Oil Co. (Amoco 
gas), Katz; Block Drug Co. (Co-Re-Ga, Poli- 
Grip, Omega Oil), Grey; General Cigar Co. 
(White Owl), Y&R; Lever Bros. (Surf), 
BBDO. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 


Completed: Buick Div. GM _ (cars), 
McCann; Quaker Oats Co. (Puss ’n Boots 
cat food), Lynn Baker; F. & M. Schaefer 
Co. (beer). BBDO; Atlantic Refining Co. 
(gas), Ayer: B. T. Babbitt Co. (Glim, 
Vita Yums. Bab-O insecticide), Brown & 
Butcher; First National Stores, Dowd; 
Labatts, Ltd. (lager beer), Ellis; Ford Mo- 
tor Co. (dividend), JWT; Breakstone Co. 
(cheese), MLW&S; Keen-Eye Toys (Spina- 
balo), Goold & Tierney; National Biscuit 
Co. (Oreo cookies), McCann; Doughnut 
Corp. of America (Icicle), McCann. 

In Production: B. T. Babbitt Co. (Antell 
products, Glim, Bab-O), Brown & Butcher; 
Quaker Oats Co. (Puss ’n Boots cat food), 
Lynn Baker; Oster Co. (tv show), ABC- 
TV, Richard Brady; Howard Clothes 
(men’s clothing), MLW&S; Nestle Co. 
(Nestea), McCann; Coca-Cola Co. (Fanta), 
McCann; Best Foods Co. (HO Oats), 
SSC&B: P. Lorillard & Co. (Kent), L&N; 
Best Foods Co. (Nucoa), D-F-S; General 
Electric Co. (Xmas products), Maxon. 


KEITZ & HERNDON 


Completed: Colvert’s Dairy Products, Inc. 
(dairy products), Lowe Runkle; Ideal Bak- 
ing Co. (bakery products), Wm. F. Finn; 
Chipmunk Potato Chips (potato chips), Wm. 
F. Finn. 

In Production: Household Finance Corp. 
(loan services), NL&B; Rich Plan Corp. 
(food freezers), direct; Campbell-Taggart 
Assoc. Bakeries Inc. (Rainbo bread), Bel- 
Art; Commercial Recording Corp. (station 
promotions), direct; Tonka Toy Co. (toys), 
Kerker-Petterson; Cain’s Coffee Co. (cof- 
fee), Lowe Runkle; Lone Star Gas Co. 
(heating appliances), EWR&R. 


JAMES LOVE PRODUCTION 


In Production: Bell Telephone Co. of Penn- 
sylvania (communications expert), Gray & 
Rogers: Vick Chemical Co. (Lavoris), 
Morse International. 


| NATIONAL SCREEN SERVICE 


Completed: ABC-TV (Music Bingo promo- 
tion), direct; Dow Chemical Co. (Pinkies), 
MJ&A; Pharmaceuticals, Inc. (Geritol), 





Parkson; Continental Baking Co. (Morton 
pies), Bates; Radio Corp. of America, Lef- 
ton; 20th Century-Fox Films (promotion- 
als), direct; P. Ballantine & Sons (beer) 
Esty; Pontiac Motor Div. GM (cars), 
MJ&A; J. B. Williams Co. (Lectric Shave) 
Parkson. r 
In Production: Lanolin Plus, Inc. (Wash ‘n 
Curl), EWR&R; British Petroleum Corp 
Collyer; BC Remedy Co. (headache rene 
edy), C. Knox Massey; Sterling Drug, Ine, 
(Fizrin), Compton; Saratoga Racing, 
George R. Nelson; ABC-TV (Golden Circle 
promotions), direct; Leukemia Society 
(public-relations films), direct. 


FRED NILES PRODUCTIONS 


Completed: Blue Cross (insurance), Bozell 
& Jacobs; Wander Co. (Ovaltine), Tatham- 
Laird; Omar, Inc. (bakery products), Bozell 
& Jacohs: Stratolouncer, Griswold-Fshle 
man; Sheaffer Pen Co. (pens), BBDO; 
Munsingwear, Inc. (men’s & boys’ wear), 
Powell, Schoenbrod & Hall; Old Milwaukee 
Beer Co., Grant; Lewis-Howe Co. (tums), 
McCann. 

In Production: National Brewing Co. (Bo- 
hemian beer), W. B. Doner; Montgomery, 
Ward & Co. (various), direct; Lennox 
Industries, Inc. (central air-conditioning), 
Biddle; Frosty Morn Meats, Noble-Dury; 
Crusade of Mercy (funds appeal), direct. 


RAY PATIN PRODUCTIONS, 
INC. 


Completed: Pacific Dairy (milk), James Lo 
vick; Bank of America (services), Johnson 
& Lewis; Procter & Gamble Co. (Mr. 
Clean), Tatham-Laird; MJB Co. (coffee), 
BBDO. 

In Production: Quaker Oats Co. (Flako 
mix), C. E. Frank; Jack’s Cookie Co. 
(cookies), Fitzgerald; Lever Bros. (Air- 
a FC&B; General Foods Co. (Jell-O), 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: TvB (institutional), Wexton; 


Sinclair Refining Co., Inc. (gas, oil), 
GMM&B; Christie, Brown & Co., Inc. 


(Sweetline biscuits), Rabko Tv; Transo- 
gram Co. (Squirty toy), Wexton. 

In Production: Sinclair Refining Co., Inc. 
(gas, oil), GMM&B; TvB (institutional), 
Wexton; Golden Press, Inc. (children’s en- 
cyclopedia), Wexton; Transogram Co. 
(toys), Wexton; Drug Research Co. (Insta- 
Pep), KHCC&A, Carter Products, Inc. 
(Colonade), KHCC&A; Theon Co. (Lash- 
brite eye make-up), Joseph Reiss. 


TRANSFILM, INC. 


Completed: Olin Mathieson Chemical Corp. 
(paper products), D’Arcy; Planters Nut & 
Chocolate Co. (peanut oil), Don Kemper; 
H. P. Hood & Sons (milk), K&E; White 
hall Laboratories, Inc. (Anacin), Bates; 
Standard Brands, Inc. (Blue Bonnet), 
Bates; Helena Rubenstein, Inc. (cosmetics), 
OB&M; Grove Laboratories, Inc. (Bromo 
Quinine), Gardner: Carling Brewing Co. 
(Black Label beer), F. H. Hayhurst; Radio 
Corp. of America (tape cartridge), K&E; 
Nationwide Insurance Co. (insurance), Ben 
Sackheim; G. R. Kinney Shoe Co. (shoes), 
Sawdon; Carter Products, Inc. (Deconges- 
tol), W&L; General Foods Corp. (Instant 
Sanka), Y&R; Volkswagen of America, Ine. 
(cars), F&S&R; Grocery Store Products, 
Inc. (food products), Bates; U. S. Steel 
Corp. (steel), BBDO; Miles Laboratories 
(various), Wade. 

In Production: Superior Electric Co. (Lux- 
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trol), direct; Esquire, Inc. (Coronet), | 
Grey; Chunky Chocolate Corp. (candy), | 
Grey; Procter & Gamble Co. (Lilt), Grey; | 
Phillips-Van Heusen Corp. (shirts), Grey; | 
Daggett Chocolate Co. (Page & Shaw 
candy), Horton, Church & Goff, Inc.; Dev- 
con Corp. (Plastic Steel), Tippet & Co.; 
Procter & Gamble Co. (Ivory flakes), K&E; 
American Oil Co. (Amoco batteries), Katz; 
Miles Laboratories (Alka Seltzer), Wade. 


| 
TV CARTOON PRODUCTIONS | 
Completed: Pacific Telephone & Telegraph 
Co. (long distance), BBDO; Kilpatrick 
Bakeries (bread). Reinhardt; J. A. Folger | 
Co. (instant coffee), Harris, Harlan & 
Wood; KQED, direct; Ingram’s Food 
(Red’s tamales), Cappel, Pera & Reid; 
Safeway Stores, Inc. (egg dept.), direct; 
California Spray-Chemical Corp. (Ortho 
Lawn spray), McCann: Pacific Plywood Co. 
(Par-Tile) Porter; Williams Bakery Co. 
(bread), Reinhardt. 
In Production: MJB Co. (coffee), BBDO: 
Pacific Telephone & Telegraph Co. (Green | 
Index), BBDO. 


| 
| 
UPA PICTURES, INC. | 
In Production: Speedway Petroleum Corp. | 
(79 gasoline), W. B. Doner; Carling Brew- 

ing Co., Inc. (Stag beer), Edward H. Weiss: | 
Mission Pak Co. (Mission Pak), Stanley | 
Pflaum; Richfield Oil Corp. (Richfield 

Boron), Hixson & Jorgensen; Christie, 

Brown & Co. (biscuits), McCann; Standard | 
Oil Co. of Indiana (Permalube), D’Arcy; | 
Mars, Inc. (candy bars), Knox Reeves; In- | 
ternational Shoe Co. (Poll Parrot & Red 

Goose Shoes), Krupnick; Authority Labs. 

(Gaze floor wax), Winius-Brandon; Quaker 

Oats Co. (Aunt Jemima corn-meal mix), 

John W. Shaw; Gunther Brewing Co. (Gun- 

ther & Ft. Pitt beer), L&N; John J. Nissen 

Baking Co. (Old Home bread), Hoag & 

Provandie; Gillette Co. (razors), Maxon; 

National Shoe Co. (shoes), MLW&S. 








OPTICAL EFFECTS 
AND ANIMATION 


Advertising Directory of TV SERVICES 
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TV FILM TRAFFIC SERVICES 


FILM EQUIPMENT 








BEKINS FILM SERVICES 


Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Coating— 
Editing—Commercial Insertions—Storage 

1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 





CAMERA EQUIPMENT CO. 

315 West 43rd Street, New York 36, N. Y. 
JUdsen 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
- « « lighting equipment . . . generators 
. .. film editing equipment . . . processing 
equipment. 











BONDED T. V. FILM SERVICE, INC. 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 130! S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 





S. 0. S. CINEMA SUPPLY CORP. 

New York City: 602 West 52nd Street, PL 7-0440 
Hollywood, Calf.: 6331 Hollywood Blvd., HO 7-2124 
SALES @ RENTALS @ SERVICE 
The world's largest source for film pro- 
duction equipment: Producing, Lighting, 
Processing, Recording, Projection, etc. 
Send for our huge 33rd Year Catalog 














MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 


Trained personnel 
_Individual attention 
. in servicing tv after-production needs. 


INSURANCE 














SPONSORS FILM SERVICE, INC. 

421 West 54th Street, New York 19, N. Y. 
Columbus 5-0373 
Traffic Service, Print Procurement, Lab 
Expediting On TV Spots And Shows. TV 
Spot Integration And Insertion. Inspection 
And Storage. Refrigerated Storage For 
Color Negatives. 





JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York I, N. Y. 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 

















K & W FILM SERVICE CORP. 

1657 Broadway, New York 19, N. Y. 
Circle 5-8080-1-2 
ROE AE ES: Norman Witlen 
Wien Peemeee ....:ccutessae Ralph Koch 
OPTICALS ... TITLES ... SPECIAL 
EFFECTS ... SLIDE FILMS ... ANIMATION 
ANIMATION PHOTOGRAPHY 








VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 








a ANIMALS AND 
ANIMAL DRAWN VEHICLES 





PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
President ............William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 











CHATEAU THEATRICAL ANIMALS 

608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 





COLLECTION AGENCIES 

















TALENT AGENCIES 


TROPHIES & AWARDS 





STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions! ! 














FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in creative 
talent for tv. May we screen, from our vast 
resources of actors, models, etc., the types 
to fit your specific need. 





CUSTOM TROPHY MFG. CO. 
5017 W. Exposition Blvd. 
Los Angeles 16, Calif. 

Sales Incentive Awards 
Trophies, Plaques, Etched Plates, 
Engravings, Medals and Service Pins 
Buy Direct from the Manufacturer. 





Write for Free Catalog. 


LIGHTING 











CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 
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WTHI-TV offers the 
lowest cost per thousand 
of all Indiana TV 
stations! 


One hundred and eleven 
national and regional 

< spot advertisers know that 
4 the Terre Haute market is 
se not covered effectively 
> __ by outside TV. 


WTHI-TV 


NCHANNEL 10 - ces—asc 
» TERRE 
HAUTE 


INDIANA 


d Nationally 
ling Co. 


























PRODUCTS FOR YOUR 
TV AND ART DEPT. 


” Story Board Pod 
“STORYBOARD” PAD ) 
The pad that has big 5 x 7 
video panels that enable 
you to make man-sized TV 
2.50 


visuals. Perforated video 
and audio segments on gray | 
background. . 


No. 72C—Pad Size 14x 17” 


(50 Sheets—4 Segments on Sheet) 
Tomkins TELEPAD 


Most popular TV visual pad 
with 2Y2x4" video and 
audio panels on gray back- 


ground. Each panel perfo- 
rated 











No. 72A—19 x 24” 
(50 Sheets—12 panels on Sheet) 

No. 72B—Pocket Size 8 x 18” 2.00 
(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letter- 
head for 200-page cata- 
log of art supplies. ‘An 
Encyclopedia of Artists 
Materials'* 





ARTHUR BROWN & BRO. =4 


2 West 46th St., New York 36 
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Bandstands (Cont'd from page 27) 


says, “We are very much impressed 
with this fine show and the wonder- 
ful group of teen-agers who come to 
the broadcasts. It is easy to under- 
stand why Tv Dance Party is such a 
wonderful success in Cincinnati and 
why it has done such an excellent 
job in selling the products advertised 
on it.” 

Indicative of the pull of teen-age 
terpsichorean stanzas is the 1958 
mail count total for The Bob Braun 
Bandstand on wtw-tT Cincinnati— 
49,106 letters and cards. The pro- 
gram, which has participating spon- 
sors, is on Sundays from 1:30 to 
3:30 p.m. (sometimes subject to 
change because of baseball telecasts ) 
and presents the current 10 top tunes, 
new record releases, a few standards 
and guests who pantomime their own 
disks. 

Tickets to the show are distributed 
by high-school student “counselors” ; 
one student is “head counselor” and 
works with emcee Braun on all 
shows. Bob himself has 
carved out quite a niche as a person- 
ality in the area and has received 
citations from the Kiwanis Club and 
the public and parochial schools in 
and around Cincinnati. 


Braun 


His greatest accolade came last 
Nov. 30 when Cincinnati’s Mayor 
Donald Clancy proclaimed that date 
as “Bob Braun Appreciation Day” 
and over 6,000 teen-agers braved 
near-zero temperature and_ snow- 
bound streets to attend the telecast 
marking the proclamation. 


wLw-D Dayton calls its dancing 
party Tv Teen Time, with Dave 
Manning emceeing a show into whose 
format is incorporated the top 10 
ditties in the area, a new tune that 
should go to the top, a pick of the 
past, jitterbug and slow-dance con- 
tests, a circle dance and record-star 
Each Sunday afternoon 
(4-5:30) one high school in the area 
is spotlighted, with 200 students 
from that school participating. 


guesis, 


A recent Queen of Hearts contest 
on the program brought in 19,000 
postcards and letters, the largest 
amount of mail ever received at 
WLW-D, except for wrestling tourna- 


ments and Ruth Lyons’ 50-50 Club 
ticket distribution. Sponsorship of 
Tv Teen Time is on a participating 
basis. 

KTSM-TV E] Paso varies the usual 
format a bit on its across-the-board, 
4:30-5:10 p.m. The 4:30 Hop. Teen- 
age groups of seven to 10 couples 
make reservations to appear on the 
program and dance to music of their 
own choosing—mainly rock ’n’ roll, 
of course. The fact that the station 
is booked solid with reservations for 
the show as far as five months in 
advance attests its popularity with 
the teens. 

Music for the dancing is provided 
not only by records but on occasion 
by local teen-age dance bands. In- 
terviews take place during “Coke 
Time,” when emcee Rudy Tellez 
talks to the young people about their 
interests, their school activities and 
their ambitions. In the course of the 
show, albums, dance tickets and other 
prizes are given away, and announce- 
ments are made of dances, picnics, 
plays, box lunches and other activ- 
ities scheduled by local schools and 
church groups. 

Since its inception in March 1958 
The 4:30 Hop has been sponsored 
by the local Coca-Cola bottler, with 
other advertisers buying occasional 
participations. Among the latter 
have been Peter Paul candies, Pam 
Dry Fry, a tv and appliance store, a 
ladies’ shop, a jewelry store (adver- 
tising a teen-age credit plan), a 
drive-in movie and a drive-in eating 
place. 


Says Owen D. Lee, producer ot 
Teen Canteen on wJRT Flint, Mich., 
Saturday afternoons (except over the 
summer) from 3:30 to 5:30: “This 
show’s entertainment value is drawn 
from various elements—the enjoy- 
ment of popular recordings, the 
identification of teen-agers partic- 
ipating in the program and the over- 
all format that allows for interviews 
with the audience on subjects rang- 
ing from politics to pink shoe laces. 

“Most of the success of the show 
is derived from the different audi- 
ences which appear on it. WJRT does 
not handle the ticket distribution for 
Teen Canteen; the WJRT service-area 
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schools and communities appoint 
representatives to function in this 
capacity. The program has had in 
excess of 6,000 different teen-agers 
since its inception [October 1958], 
representing 144 cities and com- 
munities. Recently Bay City, one of 
the major cities in our coverage area, 
presented our emcee, Dick Ryan, 
with a key to the city and a letter 
of commendation in appreciation of 
the program.” 

It’s a full measure of features that 
wowL-Tv Florence, Ala., has been 
packing into its Owl Teen Time for 
more than a year on Saturday morn- 
ings from 11 to noon. In addition to 
the customary dancing and record 
reviews, emceed in this instance by 
teen-agers themselves, there are fash- 
ion and sports reviews, social news, 
interviews and refreshments. 

That the whole package has built 
a large—and profitable—teen fol- 
lowing is evidenced by a report from 
Joe Massenburg, the local Dr. Pep- 
per bottler, who told WowL-TV presi- 
dent and general manager Richard 


B. Biddle that sales of Dr. Pepper in 
the area’s high schools have tripled 
since the company’s participating 
sponsorship of Owl Teen Time. 

A resounding individual success 
story stemming from the use of Bop 
Hop, a Saturday-afternoon rock ’n’ 
roller on woop-tv Grand Rapids, 
is that of Pizza Palace, a new em- 
porium a good three miles from the 
center of Grand Rapids and several 
blocks off any main street. 

The Palace’s proprietor bought a 
one-minute spot on Bop Hop with 
such confidence that he prepared 
twice as much dough for pizza pies 
as he normally would for Saturday- 
night business. But he was not 
nearly well enough prepared for 
what resulted from the brief partic- 
ipation in the show. After the pro- 
gram (5-6 p.m.) the customers began 
arriving in droves, and an hour later 
iliecy were lined up four deep waiting 
for tables. 

The place’s double supply of pizza 
dough was completely consumed by 
10 p.m., and a reserve supply lasted 





only until 1 a.m.—all this on a 
snowy, windy night with the ther- 
mometer standing at eight below 
zero. The next day the Palace, al- 
though normally open on Sundays 
from 4 p.m. to midnight, ran out of 
everything and had to close its doors 
at 8:30 p.m. 

Teensville!, 5-6 p.m. Monday 
through Friday over wuct Hartford, 
has participating sponsors and a 
basic bandstand format that features 
12 couples daily from area high 
schools, frequent interviews with 
recording stars, a bulletin board for 
promotion of local events, a “pick of 
the week” feature, 16-18 records 
daily and local amateur bands once 
a week, all under the emcee-ship of 
Tom Vater. 

One testimonial to the show’s ap- 
peal was received by wuct from 
Jack C. Anderson of Kushins, Ander- 
son & Takaro, Inc.: “Just wanted to 
let you know that we have received 
nothing but raves from the whole- 
salers and representatives in the area 
about the job Tom Vater is doing 
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Grand Junction, Colorado 
CBS-NBC-ABC 
National rep: Hal Holman Co. 





In Mesa County, Colorado television 
saturation is 89%. KREX-TV average 
daily circulation is 88%. 

In Delta County, Colorado television 
saturation is 77%. Average daily circu- 


lation of KREX-TV and KREY-TYV is 


In Montrose County, Colorado, televi- 
sion saturation is 76%. Average daily 
circulation of KREX-TV and KREY- 
TV is 99%. 


It adds up to a One-derful buy. When you buy 
KREX-TV you get the bonus coverage of its 
satellite KREY-TV. 


krex-tu & 
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for ‘Blemstick.’ Even in my fondest 
hopes I did not expect that we would 
receive the treatment we are getting. 
Thanks again for all you have done. 
I hope it is the beginning of a long, 
long, long schedule.” 

Almost every bandstand-type pro- 
gram runs contests for the best danc- 
ers of the day, the week and/or the 
month. KTVH Hutchinson, Kan., via 
its Monday-through-Friday Hi Fi 
Hop between 5 and 6 p.m., goes a 
step further—and not a dance step, 
either. Each day on this show there 
are contests for the best-dressed boy 
and the best-dressed girl. On the 
air since September 1956, Hi Fi Hop, 
hosted by Bill Brooks, is presently 
sponsored by Pepsi-Cola, Sta-Krisp 
potato chips, Holiday shoes and Joy- 
land Amusement Park. 

One of the sponsors of Dance 
Parity on witi-Tv Milwaukee, Satur- 
days from 4 to 5:30 in the afternoon, 
began publishing a monthly teen-age 
newspaper, called Poop Sheet, last 
spring on the strength of forming a 


mailing list and getting coverage via 





the program. Since its first issue on 
March 15 Poop Sheet has already 
reached a circulation of 6,000 sub- 


scribers. 
Clothing Chain 


The sponsor is Johnnie Walkers, 
a men’s and boys’ clothing chain 
with four stores covering Wisconsin, 
whose Chicago agency, Edelstein-Nel- 
son Advertising, “has consistently 
backed the use of this excellent ve- 
hicle, Dance Party, because the proof 
of response, after a show, is positive 
and satisfying.” To test the pulling 
power of the show, Johnnie Walkers 
merchandise has sometimes been ad- 
vertised exclusively on Dance Party. 
“In all cases,” says the chain’s 
agency, “traffic has resulted.” 

“Very informal” is the way 
wALAa-TV Mobile describes its Satur- 
session 


day-afternoon teen-age 


emceed by John Dixon. The show 
has been sponsored for almost four 
years by Pepsi-Cola, and it also num- 


bers among its present advertisers 


the Hardy shoe-store chain, a local 








music shop and local theatres. Says 
George Noland, the local Pepsi bot- 
tler: “My business increased 80 per 
cent the first summer we were on the 
show.” According to the station, 
“thousands of letters continue to pour 
in requesting the show to go daily.” 

Sam L. Rosenbaum & Associates, 
New Orleans, producers of New 
Orleans Bandstand on wwi-tv New 
Orleans, have letters from educa- 
tional and religious leaders praising 
the high standards of this dance 
frolic. Although the format is teen 
and sub-teen insofar as actual par- 
ticipation is concerned, ratings con- 
tinually show 50-per-cent adult 
viewership. 

The agency agreed with the Dr. 
Pepper Co. and its local bottler on 
Orleans Bandstand 


over all other forms of local advertis- 


retaining New 
ing, because “it is the ideal vehicle 
for sampling of product and max- 
imum exposure through formal and 
informal presentation of product 
merit, and because it has become a 


symbol of good relationship between 


Servicing and Sella 
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public and product.” 

The experience of KNop-Tv North 
Platte, Neb., with its brand-new 
Channel 2 Dancing Party has been 
an interesting one, according to Bob 
Van Neste, program manager of the 
station. As he tells it, the first pro- 
gram unfortunately was scheduled 
for the first Saturday after schools 
had closed for the summer this year. 
“We decided to drop it because of 
the poor crowd,” says Mr. Van Neste. 
“However, petitions signed by teen- 
agers, personal visits from groups 
of mothers, and countless telephone 
calls and mail pieces were received 
urging us to continue. 

“Since then the enthusiasm from 
audience and advertisers has been 
terrific. Saleswise, nothing on the air 
was sold quicker than Channel 2 
Dancing Party. Production costs are 
low, and the entire show is very 
easy to handle. It’s one of the most 
successful programs, from all angles, 
that we have on the air.” 

High Time, on KpPTv Portland, 
Ore., for two years (Monday through 


Friday, 4-5 p.m., Saturday, 3-4 p.m.) 
with participating sponsors, includes 
demonstrations of new dance steps 
along with all the customary trap- 
pings of studio terping parties. Dur- 
ing the school year three days of the 
program are for high-school students 
and two days for junior-high pupils; 
the Saturday show is devoted to out- 
of-Portland teen-agers. 

The stanza has had two notable 
A Port- 


land dance studio, beamed at the teen 


advertiser success stories. 


and sub-teen groups, bought spots 
on the show and within six months 
grew from three studios in Portland 
to 10 and opened establishments in 
four outlying communities as well. 
Also, a soft-drink bottler moved from 
second place to the top spot in sales 
in the area as a result of his partici- 
pation in High Time. 


Skirts and Ties 


A number of stations have set 


standards of dress for the teen-agers 


appearing on their dance parties. 
One such station is wRvA-TV Rich- 


he Markets of America 


Buffalo, N.Y. WGR-TV, WGR + Rochester, N. Y. WROC-TV 
Scranton - Wilkes-Barre, Pa. WNEP-TV + Harrisonburg, Va. WSVA-TV, WSVA 
San Diego, Calif. KFMB-TV, KFMB + Bakersfield, Calif. KERO-TV 
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mond, Va., which insists on ties and 
jackets for the boys and no shorts o 
slacks for the girls who trip the 
light fantastic on Teen Age Party 
from 12 to 1 on Saturday afternoons 
during the summer and Monday 
through Friday in winter. The show, 
aired for three years, is emceed by 
Roy Lamont and originates from the 
auditorium of Richmond’s top de- 
partment store, Thalhimer’s. 

Comments Jake Brown, the local 
Pepsi-Cola distributor: “Pepsi-Cola 
began advertising on Teen Age Party 
when the show first went on the air 
and has been on ever since. We have 
been greatly pleased with our results. 
We believe that the program really 
does a selling job.” 

Another sales builder for another 
Pepsi bottler is Tv Dance Party over 
WHEC-TV Rochester, N.Y., of which 
Lloyd Gibson of Gibson Associates 
says, “For sales, promotion and 
dealer relationships this show couldn’t 
be better for Pepsi-Cola if it were 
custom-made. After two weeks of 


sponsorship Pepsi sales increased 28 
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per cent, and we've renewed our con- 
tract weeks before its expiration 
date.” 

“Before we got into the planning 
and production of Tv Dance Party,” 
says WHEC-TV program director Wil- 
liam J. Adams, “we watched all avail- 
able shows, both network and local, 
in several cities. From them we drew 
up two basic concepts and incor- 
porated them in a letter from the 
station to the teen-ager asking for a 
Dance Party membership card. 

“We tell them that admission is by 
couples only and that we don’t per- 
mit girls dancing with girls, a prac- 
tice we found to be objectionable to 
everyone interviewed by us—parents, 
teachers, business executives and teen- 
agers themselves. We also insist that 
the boys wear either suits or sport 
jackets and the girls dresses or 
sweaters and skirts—no jeans, leather 
jackets, toreador pants. 

“Our kids look good and come 
across well—the whole show gets 
a lift, and the youngsters themselves 
respond to these social graces with a 
wonderful behavior pattern. In 39 
shows we've had no conduct prob- 
lems and no trouble whatever in our 
relationships with the kids.” 


Keep It Simple 


Asserts L. B. Fitzpatrick, pro- 
ducer-director of Seattle Bandstand 
on KING-TV Seattle Saturdays from 1 
to 3 p.m., “Simplicity seems to be 
the keynote to the success of this 
show. A deejay acceptable to the 
teen-agers and without the gift of 
continuous gab goes a long way to 
make it a good show. 

“With participating sponsors, the 
format is basic: start fast, use the 
top 15 or so disks (local ratings, that 
is) liberally sprinkled with some 
‘good’ numbers, a basic attempt to fit 
the music to dancing, lots of short 
interviews, etc. 

“One of our earliest—and most 
natural—sponsors was a_ teen-age 
dancing school which taught all the 
latest steps in a large group-type 
deal. This sponsor, the House of 
Leon, quadrupled its membership, 
and on the strength of direct adver- 
tising in this medium alone opened 
several branches in the city.” 


In Pittsburgh The Jay Michael 
Bandstand on WTAE (3-5 p.m., Sat.) 
draws crowds of high-school students 
to the beautiful station studio to dance 
to popular tunes of the day. Six or 
seven recording artists who are play. 
ing in the Pittsburgh area appear dur- 
ing each show, pantomiming the 
records. 

Sold on a participating basis, the 
program has drawn praise from a 
number of its sponsors. “We have 
found the Jay Michael Bandstand an 
ideal vehicle for promoting Pepsi- 
Cola in the teen-age market,” says a 
spokesman for that company. “Jay 
sets a fine example for his teen-age 
followers, and we find that a very 
favorable product image is created in 
Pepsi-Cola’s association on his show.” 

Other sponsors include Houbigant, 
Food Manufacturers, Bonjour Coffee, 
Earl Wheeler Modeling School, Betty 
Crocker Pizza, Gold Seal Glass Wax, 
Robert Morgan Dance Studios, Dairy- 
men’s Cooperative Sales Association, 
Thom McAn Shoes, Dr. West, Cox 
Department Stores, Fashion Hosiery, 
Pittsburgh Wholesale Distributors, 
Pinkerton School, Holiday House 
Restaurant, White Hlouse Records and 
the Quaker City Chocolate and Con- 
fectionery Co. 

In a letter to Ksp-Tv St. Louis, 
R. H. McWilliams Jr., sales man- 
ager of Royal Crown Bottling Corp. 
of St. Louis, had this to say about 
his company’s participation last year 
in the station’s St. Louis Hop (Sat- 
urdays, 12 to 1 p.m.): “As is true 
of nearly all advertising media where 
the benefits cannot be continuously 
counted and evaluated, the sales gains 
we have had from our use of this 
program are hard to determine, but 
I am sure they are substantial. 

“Of far greater interest to our 
company is the fact that our use 
of the program has set off a growing 
recognition that Royal Crown Cola 
in St. Louis is a stalwart supporter 
of healthy and rewarding youth 
activities. RC Cola now appears to 
be in a much stronger position as 
regards the youth market. . . . We 
wish to salute you for having put 
together a fine tv property that truly 
presents good entertainment and 
renders a much-needed public service 
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for the youth of our city.” 
Saturday Night Dance Party (9- 
10) over KTvw Tacoma is produced 
with the assistance and cooperation 
of the Tacoma Youth Council. Spon- 
sorship is on a participation basis 
only, with complete exclusivity, and 
the show has been sold out since its 
first week last spring. With a sponsor 
waiting list that now numbers 14, the 
station is planning a possible ex- 
pansion of the program to 90 min- 
utes, and in the fall to a daily ses- 
sion from 4 to 5:30 in the afternoon. 
Ned Jay, sales development man- 
ager for wtvt Tampa, speaking of 
the station’s RC Teen Party, which is 
aired on Saturday afternoons from 
4:30 to 5:30 during the school year, 
states, “The show last year was en- 
tirely sponsored by the local Royal 
Crown Cola bottler, who established 
some unusual commercial standards. 
“He requested that the only com- 
mercials be a brief 30-40-second live 
soft sell for RC in Miracans at the 
open and close of the program. The 
rest of the show had only casual 
mentions of the product. The spon- 
Hughes of the RC 
Tampa—was very 
comments from the 


sor—William 
Bottling Co., 
pleased with 
trade, increase in sales and distribu- 
tion of RC in Miricans, and compli- 
ments from civic and school leaders. 
Sponsor identification with the pro- 
gram was outstanding.” 

A number of other stations—and 
advertisers—around the country are 
harvesting the rewards accruing to 
the type of disk-and-dance teen-age 
show spawned by WFIL-Tv and Amer- 
ican Bandstand. Some of the other 
outlets programming teen terp ses- 
sions are listed, starting on page 27 
(again alphabetically by city), with 
pertinent data as to program title, 
emcee, time period and type of spon- 
sorship. 





Programs (Continued from page 27) 
ATLANTA: 
wLw-a: Dance Party; Owen For- 
rester; Saturday, 2:30-4 p.m.; par- 
ticipating. 
AUGUSTA, GA.: 
wJBF: Top Ten Dance Party; Car- 


roll Ward; Saturday, 12-1 p.m.; | 
Royal Crown Cola, Castleberry’s 
meat products. 


BALTIMORE: 

wjz-Tv: Buddy Deane Show; 
Buddy Deane; Monday-Friday, 
3-4:30 p.m., Saturday, 2-4:30 


p-m.; participating. 


BEAUMONT—PORT ARTHUR: 
KPAC-TV: Jive at Five; Tommy 
Vance; Friday, 5-6 p.m.; partici- 
pating. 


BINGHAMTON, N.Y.: 
wnsF-Tv: Bill Gregory; Saturday, 
7-7:30 p.m.; Canada Dry. 


BUFFALO: 
wcr-Ttv: Tv Dance Party; Pat 
Fagan; Saturday, 12-2 p.m.; Coca- 
Cola. 


CADILLAC, MICH. : 
wwtv: Kenny Roberts Dance 
Time; Kenny Roberts; Thursday, 
5:30-6 p.m.; participating. 


CHATTANOOGA: 
wtvc: Chattanooga Bandstand; 
Thursday, 5-5:30 p.m.; participat- 


ing. 


CHICAGO: 
wNBQ: Chicago Bandstand; Dave | 
Hull; Monday-Friday, 5-5:55 | 


p-m.; participating. 


CLARKSBURG, W. VA.: 
wBoy-Tv: Roger McCoy; Saturday, | 
1:30-3:30 p.m., participating. 


COLUMBUS, GA.: 
wtvM: Columbus Bandstand; Sat- | 
urday, 5-6 p.m.; Pepsi Cola. 
Rockin’ with the Duke; Saturday, 
8-9 p.m., participating. 


COLUMBUS, OHIO: 
wtvn-Tv: Bill's Canteen; Bill 
Mertz; Saturday, 3-4 p.m.; par- 


ticipating. 


DALLAS: 
wFaa-TV: Dallas Bandstand; Jerry 
Haynes; Saturday, 4:30-5:30 p.m. ; 
participating, also sponsored seg- 


ments. 


DECATUR, ILL.: 
wtvp: Marty's Dance Party; Marty 
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- Roberts; Saturday, 4:30-5:30 Talbert; Saturday, 4-5 p.m.; Coca- 
This four-leaf clover | pam.; 3/V Cola. Cola. 


is worth looking over! 
























| DULUTH: KANSAS CITY, MO.: 
KDAL-TV: KDAL-TV Bandstand; KMBC-TV: Heart of America Band- 
- * F Jim Rassbach; Monday-Friday, stand; John Bilyeu, Jack Layton; PR 
5-5:30 p.m.; participating. Monday-Friday, 4:30-5 p.m.; par- S, 
DURHAM, N. C.: bain po 
mer oe wrvp: Top Ten Dance Party; Ty | LEXINGTON, KY.: - 
prTtspure sane on eee Boyd; Saturday, 5:30-6:30 p.m.; wkyYT: The Nick Clooney Show; rat 
KODE-TV . — ° " ve . a us 
= JOPLIN participating. Nick Clooney; Saturday, 2-3 p.m.; q 
~ ne 
aw en EUREKA, CAL.: Coste. c4 
aie KVIQ-TV: Teen-age Dance Time; LITTLE ROCK, ARK.: wa: 
vinta) FAYETTEVILLE | Saturday, 2-3 p.m.; Coca-Cola, Art KTHV: Steve's Show; Steve Steph- hee 
os ; | Fudem’s Record Shop. ens; Monday-Friday, 5-5:55 p.m, ses: 
S eciie deliteniad : Saturday, 4-5:45 p.m.; Union Na- hee 
"VANSVILLE, IND.: ; 
® "y SVANSVELE, IND se tional Bank, Hollywood candy, eal 
Missouri S ard TV Market WEHT: Lonesome Larry Show; Conn Linke : ; | 
A Tuesday, 6:30-7:30 p.m.; Pepsi- it ge. 
151,400 TV HOMES Cola, Austin’s Drive Inn, Lay’s | MANCHESTER, N. H.: : 
Lucky pmen Joplin, Mo., is 28% taller, 29% potato chips. wMuR-Tv: Dancing Party; Ray 
more powerful than the nearest competition. a eee Se ree? . $0 
And KODE-TV covers: * a 4 state area * 151,400 FORT WAYNE: meeeln, vin on _ — Sota wo 
TV Homes * 669,800 people with $76,919,000 WANE-TV: Dance Date: Jack 5-6 p.m.; participating. sai 
“a Powell; Monday-Friday, 5-6 p.m.; | MEMPHIS: tin 
KODE-TV CHANNEL 12 sponsored segments. WHBQ-TV: Top Ten Dance Party; ser 
Rep. by entiehe chéhes diate eee wPTa: Club 21; Saturday night, Saturday, 5-6:30 p.m.; Coca-Cola. cie 
PKe *TV Mag., June ’59 2 hours; sponsored segments, also MUNCIE. IND.: the 
ete kaa 2 wiBc-TV: Bill Craig, Jr.; half-hour bi 
FORT WORTH: evening show; participating. - 
. aw f WBAP-TV: Teen-age Down b ea ts NEWARK. N. J.: Co 
This book Tom Mullarkey; Monday-Friday, wNTa-tv: Rate the Records; Hy - 
just about says 5:30-6 p.m.; participating. Lit; Thursday, 8-9 p.m.; Miles jec 
it all,” says GREAT BEND. KAN.: shoes, Roman pizza, Dr. Pepper. po 
GARRY MOORE* KCKT: Saturday Date; Dick Por- Dance Party; Ted Steele; Monday- a 
ter; Saturday, 4:30-5:30 p.m.; Friday, 11-12 p.m.; participating. mn 
Coca-Cola, Guy’s potato chips. NEW YORK: - 
: ¥ sta 
GREENSBORO, N. C.: WNEW-TV: The Big Beat; Alan the 
A wrMy-tv: RC Dance Party; Bob Freed; Monday-Friday, 5-6 pam; 
DVERTISING Waddell; Thursday, 5:30-6 p.m.; The Alan Freed Show; Alan his 
A Handbook of Modern Practice Royal Crown Cola. 089 Brecrune ingen Pe z 
> parti i 3 t 
By ARTHUR BELLAIRE HARRISONBURG, VA.: ; ; a 
Vice President, Batten, Barton, Durstine and Osborn |  wsyva-rvy: Russ Gardner; Saturday, OAK HILL-BECKLEY, W. VA.: | 
*“I hope all my sponsors — past, 11:45 a.m.-12:45 p.m.; Dr. Pep- woay-Tv: W. Va. Bandstand ; Neil Fi 
present and future — will give it a per. Swann; Monday-Friday, 4:30-6 Ml 
thoughtful reading. p.m.; participating. Jukebox Dance *" 
= : z ir 
Here are explicit directions on HOLLYWOOD: : Party; Neil Swann; Saturday, _ 
how to create television advertising KHJ-Tv: Wink Martindale; Satur- 5-6:30 p.m.; participating. a 
from the basic theme to the fin- day, 6:30-7:30; participating. er 
BGS peadinst. eo OKLAHOMA CITY: Se 
“T am very much impressed by HOUSTON: Koco-Tv: Oklahoma Bandstand; m¢ 
the amount of practical and em KPRC-TV: Original Teen-Time Monty Hoyt; participating. pre 
information he has compresse Party; Bob Byron; Saturday, 5:30- 
into this book and how clearly this J ‘ ; PADUCAH. KY-.: NE 
information has been organized.” 6 p.m.; Pepsi-Cola. ; ae D * P Bob ice 
—OrTTo KLEPPNER, WPSD-TV : ance Party; Bo 
The Kleppner Company | JACKSONVILLE: Swisher; Friday, 4:30-5:30 p.m.; Pr 
$6.50 at your bookstore or from wrca-Tv: Channel 12 Dance Dairy Queen, Gatlin & Cohr Ree- fie 
HARPER & BROTHERS, N. Y. 16 Party; John Beckman, Shannon (Continual oh pea we 
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Washington Memo 


PROBE POSTPONED. Senator A. 
§. (Mike) Monroney (D-Okla.) has 
postponed until next year his one- 
man investigation of the tv program 
rating system and its effect on the 
quality of programming, particularly 
network programming. The Senator, 
a former newspaperman, said there 
was insufficient time for the extensive 
hearings he planned at the current 
session of Congress, but that the 
hearings would definitely be held 
early in the next session in 1960. 

All pending business of Congress 
is automatically held over from the 
first to second session of a Congress, 
so no new organizational procedures 
would be required. Senator Monroney 
said he also needed the additional 
time to analyze the questionnaires he 
sent out to networks, stations, agen- 
cies and advertisers on ratings and 
their effects. 

The Senator, who has constituted 
himself as a one-man subcommittee 
of the Senate Interstate and Foreign 
Commerce Committee for the pur- 
pose of pursuing one of his pet sub- 
jects, has made it clear that the post- 
ponement should not be construed as 
a lessening of his pressure for im- 
proved tv programming in prime 
viewing periods, ratings notwith- 
standing. It is particularly galling to 
the Senator, as it is to many of his 
colleagues, that the proliferation of 
high-rated westerns and other mass- 
appeal programs has been achieved at 
the expense of what he calls “culture” 
or information shows. 

Recent cancellation of the Voice of 
Firestone show has added to Senator 
Monroney’s displeasure and caused 
him to add some caustic remarks in 
previewing the announced fall pro- 
gram line-up of the networks. The 
Senator has made it clear he dislikes 
more than he likes of the upcoming 
programs. 


NEXT OF KIN. “Our military serv- 
ices withhold casualty lists from the 
press until next of kin have been noti- 
fied,” Senator Monroney said. “It 
would seem from a Federal Com- 





munications Commission hearing that 
at least two of our television networks 
do not operate that way. 

“The first news that Firestone Tire 
& Rubber Co. had that ABC was tak- 
ing away its traditional Monday- 
night time for Voice of Firestone, an 
official told the FCC examiner, came 
when a New York Times reporter 
called to get comment in February 
1959 on an ABC news release listing 
Adventures in Paradise at the usual 
Firestone hour. 

“Similarly, the first tip the com- 
pany had in 1957 that ABC had other 
ideas for Monday night at 8:30, an- 
other official testified, came from an 
Akron Beacon-Journal tv columnist 
inquiring about a rumor that Sid 
Caesar would appear at the Firestone 
hour.” 

Senator Monroney contended that 
the whole Firestone snafu stemmed 
from conflicting interpretations of 
rating surveys on the size of the audi- 
ence, adding: “The more detailed 
story of the Firestone saga in televi- 
sion adds materially to my conviction 
that there is a tv audience in this 
country for quality programs that 
advertisers of quality products need 
to reach, notwithstanding ratings.” 


LOOKING AHEAD. When he pecked 
at the upcoming fall program sched- 
ules Senator Monroney was even more 
voluble. Referring to a columnist’s 
statement that 18 crime and adven- 
ture shows and 27 westerns will be 
shown in prime time by the networks 
this fall, he told the Senate: 

“Is this balanced programming? 
Does anyone here believe that all 
Americans want is violence and mur- 
der, either of the long-ago frontier 
or the current gangster-con man 
variety? Surely the networks can, 
without help either from Congress or 
other outside critics, pry themselves 
loose from their supine slavery to the 
ratings which would seem to be rul- 
ing our airwaves. 


“Even if—and it is a very iffy if— 
the ratings accurately reflected public 


r 
opinion, as far as the majority goes, 
could we not have some attention 
paid to the minority? We have only 
sO many airwaves, and they must 
somehow serve all the people.” 

The timing of Senator Monroney’s 
appeal is also critical. Like most poli- 
ticians, he is extremely conscious of 
tv’s pulling power in an election year 

and with 1960 coming up, he wants 
to make sure that there is no shortage 
of viewing time for a full exposition 
of public issues. 


‘DICTATORIAL’ RATINGS. Senator 
Monroney said many letters have 
come to his office from viewers 
around the country applauding his 
efforts to improve tv programming 
through an investigation of the rat- 
ings systems. He made it clear that 
he wanted to give the networks credit 
for trying to improve the quality and 
quantity of informational and public- 
service programs, but added: 

“Without detracting in any way 
from the compliments which I feel 
are due in this field, I cannot help 
wondering whether the networks have 
used their own judgment in schedul- 
ing these shows, rather than relying 
on the ratings they merit. If this is 
possible for such news and informa- 
tional shows, could the practice be 
contagious?” 

He said he wanted to mention 
these evidences of a “maturing” tv 
industry as a “step in the right di- 

(Continued on page 61) 





September 7, 1959, Television Age 55 





PHILADELPHIA: 
wcau-tv: Hy Lit Show; Hy Lit; 
Wednesday, 7:30-8 p.m.; 
cipating. 
wrcv-Tv: Grady & Hurst Band- 
wagon; Joe Grady, Ed Hurst; Sat- 


Programs (Continued from page 54) 

ord Shop & Tv Sales, Rogers parti- 
Jewelers, Nehi Bottling Co., Ster- 
ling Style Shop. 


PARKERSBURG, W. VA.: urday, Sunday, 1-3 p.m.; partici- 
wraP-tv: Platter Party; Bill pating. 
Viands; Monday-Friday, 4:30-5 PHOENIX: 


p-m.; Saturday, 5:30-6:30 p.m.; KTVK: 
Coca-Cola, Mister Bee Burris; Monday-Friday, 
chips, National drugstores, Fat Boy p.m. ; 


Arizona Bandstand; Gene 
4:30-5:30 
Pepsi-Cola, Baird’s Sunbeam 


Bread. 


potato 


restaurants. 
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PITTSBURGH: 
wc: Six O'Clock Hop; Bill 
Cardille; Monday-Friday, 6-6:30 
p-m.; participating. 

PORTLAND, ME.: 
wean-Tv: For Teen-agers Only; 
Dave Astor; Saturday, 5:30-6:30 
p-m.: participating. 

PROVO, UTAH: 

KLOR-TV: 
Brimley ; 
ticipating. 

ROANOKE: 
WDBJ-TV: 
ley Townsend; 


Teen Tune Time; Vem 


Saturday, 4-5 p.m.; par. 


Saturday Session; Dud 
Saturday, 12] 
p-m.; Dr. Pepper. 
wsLs-Tv: Top Ten Dance Party; 
Bob Fenderson; Saturday, 54 
p-m.; Dr. Pepper. 
SALT LAKE CITY: 
KTVT: Utah Bandstand; Bernie 
Calderwood, Ray Ulibari; Mon. 
day-Friday, 5-6 p.m.; participat. 
ing. 


SEDALIA, MO.: 


KMOSs-Tv: Tv Teentime; Monday, 
Tuesday, Wednesday, 4:30-5 p.m, 
Thursday, 4:30-5:30 p.m.; partie. 
ipating. 
SOUTH BEND, IND.: 
wsBT-TV: Hoosier Favorite; Joe 
Kelly, Bruce Saunders; Saturday, 
5-6:30 p.m.; participating. 
SOUTH BEND-ELKHART: 
wsJV: Bandstand; Ken Owens; 
Thursday, 5-5:30 p.m.; sponsored 
segments. 
SPARTANBURG, S. C.: 
wsPa-TV: Dance Town; Joe Carter; 


Saturday, 5-6 p.m.; 


TEXARKANA, TEX.: 


participating. 


KCMC-Tv: Haskell Jones; Satur 
day, 4:30-5:30 p.m. 

TULSA: 
KOTV: Top Ten Dance Party; Edie 


Washburn, Lee Woodward; Satur- 
day, 4-5 p.m.; Clarke’s Good 
Clothes, Meadowgold milk. 
WESLACO, TEX.: 
KRGV-TV: Dig This; Doug Brown; 
Saturday, 6-6:30 p.m.; participat- 
ing. 
ZANESVILLE, OHIO: 


WHiz-TV: Bob Banfield; Saturday, 
5-6 p.m.; Coca-Cola. 
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HUDSON R&T. Another little offer- 
ing of a tv electronic security has 
been tossed into this market. The 
Hudson Radio & Television Corp. of 
New Jersey has issued 200,000 shares 
of its common stock to the public. The 
price of $5 per share will bring 
$525,000 to the company itself and 
$315,000 to the principal stockholder, 
who is selling 75,000 shares of the 
200,000 offered. 

Hudson is primarily a wholesaler 
and retailer of electronic components 
and in the retail sale of hi-fi equip- 
ment. By admission stated in its reg- 
istration statement, the $5 price placed 
on the Hudson shares is arbitrary and 
has no “reasonable relation to the 
present book value or earnings of the 
company.” Based on the balance sheet 
as of May 31, 1959, the book value of 
the outstanding shares was approxi- 
mately $1.26 per share, and since the 
offering it is now worth approximately 
$1.93 per share. 


Thus it cost freshmen investors a 
premium of $3 per share to partake of 
this new opportunity. With the offer- 
ing completed, the public now owns 
approximately 40 per cent of the out- 
standing shares, and David H. Or- 
mont, the major stockholder, together 
with the underwriters, holds approxi- 
mately 60 per cent. 


THREE ADJUNCTS. Hudson has 
three wholly owned subsidiaries, one 
operating three retail stores in New 
York; another, the Industrial Sales 
Division, handles the company’s 
wholesale business. This division, or 
subsidiary, since it is incorporated as 
a separate company under New York 
State law, handles electronic com- 
ponents of leading manufacturers. 
Here’s the record of the company’s 
earnings and sales since 1954: 





1954. 1955 
Sales (Million) $2.9 $3.0 
Costs of Goods ( Mil.) 2.2 2.3 
Interest 6,324 924, 
Federal Income Tax 2,325 19,906 
Minority Interest 986 2,559 
Net Income (Loss) (1,912) 38,662 
Earnings per share 0 10¢ 


(374,970 shares) 


Wall Street Report 





Hudson will, with the underwriting 
now completed, add $492,500 to its 
available funds (after expenses), of 
which $50,000 will be used to repay 
a bank loan, $100,000 to build up in- 
ventory of both old and new items, 
and $200,000 will be devoted to the 
elimination of various trade debts. 
The remainder will be added to the 
company’s working capital to be used 
for sales promotion and the acquisi- 
tion of additional sales outlets. 


HI-Fl SPECIALIZING. The retail 
division specializes in hi-fi equipment, 
records and electronic components. 
The stores are authorized dealers for 
Stromberg-Carlson, General Electric, 
Electro-Voice, Bogen-Presto, H. H. 
Scott, Ampex, Garrard, Fisher Radio, 
Minnesota Mining & Manufacturing 
and others. From 1954, when the re- 
tail division accounted for 44 per cent 
of the company’s $2.9-million sales 
volume, the volume of this division 
has climbed until in 1958 it accounted 
for 54 per cent of the $3.8-million vol- 
ume. For the May 31, 1959, fiscal 
year, however, retail volume dropped 
sharply to 45 per cent of Hudson’s 
total sales. None of Hudson’s retail 
outlets is owned by the company; all 
are leased. 

The Industrial Sales Division by 
contrast had its share of the total 
volume decline from 56 per cent in 
the May 31, 1954, fiscal year to 46 
per cent in 1958. Then it bounced up- 
ward to 55 per cent in 1959. 

Hudson has an authorized capitali- 
zation of one million shares of capital 
stock at a par value of 25 cents per 
share. As of July 20, 1959, there were 
374,970 shares outstanding, and with 
the end of the offering there are 
499,970 shares outstanding. In addi- 


1956 1957 1958 1959 
$3.9 $4.3 $3.8 $4.2 
3 3.3 3 3.2 
4,310 4,497 5,713 6,885 
42,168 22,461 4,985 33,119 
9,414 3,384 1,508 3,389 
67,463 28,051 4,078 53,253 
18¢ 7¢ l¢ 14¢ 
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tion, another 100,000 shares are re- 
served for sale and issuance to officers 
and key employes at not less than 
$4.75 per share. 

STOCK SET-UP. David H. Ormont, 
Hudson’s president and 
founded the company in 1946. With 
the recent completion of the under- 
writing, which includes 75,000 shares 


director, 


of Mr. Ormont’s own stock, he owns 
265,490 shares, or 53.9 per cent, of 
the outstanding shares. The remain- 
ing officers and directors own no more 
than 9,000 shares, or three per cent, 
of the company’s common. 

It’s worth noting that the auditors, 
Hecht & Elblonk, pointed out in their 
report that they had been appointed 
auditors recently and were not “pres- 
ent to observe the taking of inven- 
tories at the beginning of each year in 
the four years ended May 31, 1959.” 

J. A. Winston & Co. and the Nether- 
lands Securities Co. underwrote the 
Hudson offering. Under terms of the 
underwriting agreement, Winston and 
Netherlands agreed to sell all the 
shares offered within 31 days of the 
effective date of registration. If they 
fail to do so—without an extension 
the underwriters are obligated to pay 
all expenses incidental to the registra- 
tion provided they do not exceed 
$18,500, and all purchasers of the 
shares will be refunded the full amount 
of the purchase price. 
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Furniture (Continued from page 31) 


Flack, on an alternate-week, major- 
minor basis on KVTV (10-10:30 p.m., 
Fri.). All other promotional efforts 
are centered around this use of tele- 
vision, which is the store’s major ad- 
vertising medium. 

Commercials concentrate on build- 
ing the store’s reputation as a dealer 
in quality merchandise at reasonable 
prices. 

Annual budget in television is ap- 
proximately $8,000. 


Expands Market 

Two furniture companies with a 
similar problem, that of distance 
from their biggest furniture market, 
are solving it with the help of tele- 
vision. Plank Furniture Co., in 
Anderson, Ind., and Castel Furniture 
in Muncie, Ind., both have Akors 
Advertising as their agency, with 
George Akors handling the two ac- 
counts. The two stores are 45 and 
60 miles, respectively, outside of 
Indianapolis, but by using week-end 








THEY'RE ALL YOURS 
50,000 TV HOMES 


FOR JUST $ iT 


PER 
THOUSAND 


With nearly 80% TV saturation in this 
single-station market, you're assured of 
1000 homes 
spent. Put 


reached for every dollar 


your next campaign on 


KMSO-TV 


ABC @ CBS @ NBC 
MISSOULA, MONTANA 


GET THE FROM FORJOE 
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saturation campaigns on WLW-1 In- 
dianapolis both have been able to 
draw substantial out-of-town business 
to their stores. Many of their cus- 
tomers have come from distances of 
100 miles or more in response to 
their commercials, says Mr. Akors. 
Cal Butler, manager of Castel Fur- 
niture, plans the cost of each tele- 
vision campaign to total approxi- 
mately 10 per cent of the total 
business done during the previous 
sale. 
Akors, the cost of the tv advertising 
has actually amounted to a figure 


In each instance, says Mr. 


averaging from three to seven percent 
of the total business transacted, indi- 
cating the increasing business that is 
being done at each of these sales. 

Both Plank Furniture and Castel 
use either 10’s, 20’s or minutes on Sat- 
urday afternoon and evening. 


ID’s Effective 

ID packages are proving effective 
for The Peoples Store of Council 
Bluffs. The major department store 
has a 1,000-spot schedule on KMTV 
Omaha, which it uses in varying 
quantity each week of the year. 

“We show pictures of an item of 
merchandise,” says Mr. Reinemund, 
of Adam Reinemund Adv., agency 
for the store. “The name of the store 
is supered over the picture, and the 
spot closes with a slide showing the 
store itself. The audio gives a bricf 
description of the article illustrated 


and the name and address of the 


store. 





“While we have had some direct 
sales for the articles featured on the 
spots,” Mr. 
“we feel our best results are in the 
fact that they have aroused more 
comment about our store than any 


Reinemund continues, 


other publicity we have used. Sales 
generally are better than they have 
ever been.” 

Keeping the cost of the 10-second 
ID’s low is considered important by 
the advertising man. During special 
campaigns the number of spots is in- 
creased to emphasize new merchan- 
dise or unusual values. 


Overcomes Competition 
When Elias Wilf Corp., distribu- 


tors of Firth carpets in the Ballti- 


more area, planned its big fall cam. 
paign for the entire Firth line, 
television figured most importantly 
in the calculations. 

Purchasing the Ann Mar program, 
Spotlighting You, on WMAR-TV Bal- 
timore was a key step in the drive 
that resulted in increasing sales 49 
per cent for the carpet house in the 
final quarter of 1958. 

“This live program with lovely 
Ann Mar overcame all competition 
in the market, breaking all records 
for Firth Carpeting sales,” says Mr, 
Arnold Cohen, vice president of Elias 
Wilf. 

The 30-minute program, on the air 
at 3 p.m. each Tuesday, featured Miss 
Mar demonstrating ways in which 
viewers could personalize their own 
homes through carpeting. Names of 
stores and other retail outlets for the 
carpets were mentioned, resulting in 
hundreds of inquiries direct to these 
sales points. 

Various guests were invited to par- 
ticipate in the WMAR-TV program. On 
one occasion the wives of the national 
professional-football league champion 
Baltimore Colts were guests on the 
program, schemes were 
created for each of the girls taking 


and room 


part. The wives were also presented 
with new hats by Firth’s Guy Cornell. 

On several occasions merchandise 
this was even 
purchased by telephone. Large num- 
bers 


shown on program 
of customers were reported 
coming into Firth retail outlets the 
day after the program asking for pat- 
terns and designs shown on the show. 

Cost of the television campaign 
was approximately $4,000. 


Does Own Commercials 

Richard Bennett, president of 
Richard Bennett Furniture, of 5804 
Washington St. Indianapolis, does 
his own commercials on WISH-TV. 

So successful has he been in using 
television to talk to prospective cus- 
tomers that the store has continued 
using the same show—a 15-minute 
Saturday-night news round-up—for 
four years. Commercials emphasize 
the slogan: “Home of Affordable 
Furniture.” 

Television, says Mr. Bennett, is 
particularly effective in selling “high- 
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ticket” merchandise. 

Advertising is handled by Luke 
Walton Advertising, with Howard 
Bunnell account executive. “Since 
Bennett has been on WISH-TV,” says 
Mr. Bunnell, “he has opened another 
store in Indianapolis and now uses 
the show to promote both stores. Mr. 
Bennett will buy another news pro- 
gram on WISH-TV when such a pro- 
gram is available.” 

Annual budget at present is ap- 
proximately $15,000. 


Use Best Salesman 

The Arcade Furniture Store of 
Fort Smith has found television en- 
ables it to let its best salesman and 
demonstrator do the talking to 
thousands of prospects. Sponsoring 
a series of newscasts (6-6:10 p.m. 
and 10-10:10 p.m., Mon.-Fri.) and 
12 one-minute spots each week in 
both Class A and Class B times on 
KNAC-TV Ft. Smith, the store has its 
commercials done by its advertising 
K. Thompson. Most 
commercials are live, but a few films 
and slide spots are used. 


manager, B. 


Features of the advertising are 
offers of delivery within a 100-mile 
radius of the store and the acceptance 
of collect telephone calls through an 
answering facility immediately fol- 
lowing television demonstrations. 

“Our most successful promotion 
has been a weekly series of Friday- 
night spots featuring new and used 
furniture and appliances,” says Mr. 
Thompson. “These are sold from 
our warehouse with a different ad- 
dress than our retail store. In the 
first experiment two spots contained 
a simple reference to the address and 
a mention of several samples—such 
as living-room suites as low as $5. 
Our immediate result was $500 worth 
of cash-and-carry business in junk 
furniture and appliances that were 
scheduled to be carried off to the city 
dump. An additional result was $500 
in business at our main retail outlet, 
where better used furniture and ap- 
pliances are sold. 

“This warehouse promotion now 
runs once a month, while we adver- 
tise used furniture and appliances at 
our main store every Friday night. 
With over three years’ experience in 






television advertising, we are still ex- 
perimenting, and our results are 
getting better all the time.” 

An incidental sidelight of the Ar- 
cade experience is the fact that tele- 
phone inquiries and orders con- 
sistently run six to one ahead of mail 
inquiries. Cost of collect phone calls 
averages 37 cents per call, a check 
reveals. It isn’t unusual for the store 
to get more orders by phone after 
the store has closed and the employes 
gone home than they took all day 
while the store was open. When this 
was revealed to one sales executive, 
he quipped: “Is it possible we have 
reached the age of automation in 
selling?” 





Selling (Continued from page 31) 


account executive. Buys Action Theatre on 
KYw-tv Cleveland (11:15 p.m. to con- 
clusion, Sat.). Has just renewed contract. 


Finger Furniture Co., 3131 Gulf Free- 
way, Houston. Sammy Finger, president. 
Store co-sponsors the Friday night wres- 
tling on KTRK-TV Houston 52 weeks a year. 
In addition, spot saturation packages are 
used for sales and other special events. 
Approximate annual budget: $60,000. 


Forbes-Serta, 3700 Bigelow Blvd., 
Pittsburgh. Saul Paransky, president. 
Buys five 10-second announcements and 
minutes each week on KDKA-Tv Pittsburgh. 
Approximate annual budget: $50,000. 


Gimbel’s Dept. Store, Pittsburgh. Buys 
half of feature movie, Sunday nights on 
KDKA-TV Pittsburgh. Contracted for 26 
weeks. Approximate annual budget: $50,- 
000. 


Glick’s Furniture Co., 65 East Long 
St., Columbus. Robert Glick, president. 
Bought 20 minute announcements each 
week for 13 weeks on wiw-c Columbus, 
then renewed for second 13-week cycle. 
Using a prepared film commercial, store 
found results good. 


W. T. Grant, 240 Euclid Ave., Cleve- 
land. Jack Sharp Adv. is agency, with Mr. 
Sharp the account executive. Uses 15 one- 
minute commercials each week on KYW-TV 
Cleveland. Monday through Friday in 
Class C and Class D time. Recently re- 
newed for another 52 weeks. 


Gulf Coast Furniture Co., of Houston. 
Buys half-hour Gulf Coast Jamboree, a 
hillbilly music show, the half-hour Fla- 
mingo Telefilm Sales Stars of the Grand 
Ole Opry on KtTRK-TvV Houston. Approxi- 
mate annual budget: $20,000. 


Reader's Service 
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Hallmark Furniture Co., South Zanes- 
ville, Ohio. Paul Coconis, president. After 
sponsoring the Gray Ghost on WHIZ-TV 
Zanesville for a year, the store recently 
switched to spots and plans to come back 
soon with sponsorship of a feature movie 
on week-ends. The location of the store 
in “southern” Zanesville lent itself to the 
sponsorship of this story of a Confederate 
hero. A southern-colonel gimmick was used 
in commercials. 


Home Furniture, Dickinson, N.D. Wil- 
lard Beaudoin, principal executive. Buys 
minute weekly on Wrestling from Chicago 
(8-9 p.m., Thurs.) and minute on Monday, 
Wednesday and Friday Mixing Bowl pro- 
gram (4:30-5 p.m.), both on Kprx-tv Dick- 
inson. Latter is a hushand-wife team cook- 
ing program. “Television is a must,” says 
Mr. Beaudoin, who has used KDIX-TV since 
the station went on the air. Approximate 
annual budget: $4,000. 


Home Furniture Co., Zanesville, Ohio. 
John Kelly, manager. Buying a minimum 
of 260 announcements per year on WHIZ-TV 
Zanesville, Home Furniture uses its an- 
nouncements in flights to bolster its many 
promotions. 


Joseph Horne’s Dept. Store, Penn & 
Stanwix, Pittsburgh. Joe Moore, adver- 
tising director. Six-week campaign of 
minutes, placed Monday through Friday on 
KDKA-TV Pittsburgh. 


House of Furniture, McKenzie, Tenn. 
Cecil Jackson and Ed Brashears, partners. 
Although the store is located about 30 
miles from wox!-tv Jackson, plan is to pull 
people from the area to the store. Uses 
minute weekly (10 p.m., Sat.) preceding 
wrestling show. Store bought schedule 
after a four-week trial period which con- 


vinced managers tv was the cheapest way 
to reach the most people. Approximate an- 
nual budget: $1,500. 


Kelly & Cohen, Monroeville, Pa. Mel 
Lando, president. Buys 10-minute news 
program once a week and minute spots 
on KDKA-TV Pittsburgh. “KDKA-TV is our 
greatest customer pull,” says Mr. Lando. 
“We get a 20-to-l response from our tv 
commercials, $20 in appliance sales for 
every $1 spent for time, plus indirect good 
will and sales in other departments.” Ap- 
proximate annual budget: $50,000. 


Kirby Jones Furniture Co., Jackson, 
Tenn. Kirby Jones, president. Buys 
weekly minute on wpxI-tv Jackson (9:30 
p.m., Sat.) following Gunsmoke. Has used 
saturation spots from time to time. “Our 
saturation schedules have shown that we 
can draw people from surrounding areas 
to our store,” says Mr. Jones. “We have 
found that only tv can reach the most 
people for us.” Mr. Jones or one of his 
salesmen do the commercials live. Ap- 
proximate annual budget: $2,000. 


Longfellow City Center, Highway 99E, 
North, Chico, Cal. Larry Garten, owner. 
Uses saturation spot schedule on all time 
classes on KHSL-Tv Chico. “Better and 
more continuous results than from any 
other medium,” says Mr. Garten. “Cus- 
tomer response is over a greater area than 
any other medium can cover.” Approxi- 
mate annual budget: $10,000. 


Long’s Carpet Co., 3115 East 15th, 
Tulsa. Jack Long, owner. Buys a 15-min- 
ute newscast, a late movie (12 mid. to 
2 a.m.) and a large number of spots each 
week, all on KTuL-Ttv Tulsa. Mr. Long 
credits television with a major role in the 
rise of the carpet company to a prominent 


position within two years’ time. Approxi- 
mate annual budget: $55,000. 


McMahans Furniture, 126 West Com. 
mercial Row, Reno. Roy Crawford, prin- 
cipal executive. Buys program and ID's 
on KOLO-tv Reno. Program enables store 
to make hard-sell pitch live. ID’s success- 
ful in promoting one-item specials. Ap- 
proximate annual budget: $10,000. 


Messerschmidt Carpeting Specialists, 
4308 N. High St., Columbus. Dick 
Messerschmidt, general manager. Buys five- 
minute weather show on wiw-c Columbus 
(11:10-15 p.m., Sat.). Show is now in 17th 
week of 39-week contract. Mr. Messer- 
schmidt was introduced on the first show 
and, in turn, introduced each of his sales- 
men to the audience. Although the com- 
pany has been in Columbus for 30 years, 
it enjoyed its biggest week’s business in 
carpets following its first show. 


Modern Furniture, 1217 Fourth St., 
N.W., Albuquerque. C. L. Ricker, man- 
ager. Buys half of Top Star Movie, a 
United Artists release, on KOAT-TV Albu- 
querque each Thursday, 9:45 p.m. to con- 
clusion. Excellent in-store response is re- 
ported by Herb McDonald, account 
executive for Prince Adv., agency on the 
account. Approximate annual budget: 
$10,000. 


Morehouse Fashion, S. High St., Co- 
lumbus. Henry Judson, advertising man- 
ager. The store has just completed a 
four-day appliance push with a saturation 
campaign of one-minute spots on WLW-C 
Columbus. Used in both day and night 
time. Similar campaigns in the past have 
been highly successful. 


Munden’s Furniture, 1221 Jacksboro 


WG H -TV Selling the Buffalo-Niagara Falls market 


REPEAT ORDERS in the nation’s 14th market, as anywhere else, are the best evidence of television's 


selling ability. wcr-tv, Nec in Buffalo, is proud that 25 national and 21 local advertisers, who 
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959. 


These, and newer advertisers, will get even better sales results in 1959, as wer-Tv continues 
to provide better service for more viewers in the mighty and prosperous market known 


as the Niagara Frontier. 


For best results in Buffalo from America’s most powerful selling medium, call your Petry 
television representative about availabilities on WGR-TV—this year celebrating its fifth anniversary. 


NBC - CHANNEL 2 
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Highway, Ft. Worth. Ed Munden, owner. 
Parker Willson Adv. agency. Buys Base- 
ball Warm-up twice a week during base- 
ball season on KFJz-Tv Ft. Worth-Dallas. 
During rest of year buys four-minute com- 
mercials on Saturday and four on Sunday. 
“Since adding television our advertising 
impact has increased tremendously,” says 
account executive Parker Willson.” This 
is best shown by a many-fold business in- 
crease. We would not be without tele- 
vision.” 


New York Furniture Co., Denver. Emil 
P. Berkowitz, president. Buys feature film 
on KBTV Denver. Called New York Furni- 
ture Theatre (10 p.m. to conclusion, Sat.), 
it was first tried back in 1957 on the eve of 
the store’s annual warehouse sale, which 
was to open the following morning. “Re- 
sults were beyond our greatest expecta- 
tions,” Mr. Berkowitz reported. “Customers 
lined up in front of the store before the 
doors opened at 9 a.m. It was the greatest 
one-day sale in the 49-year history of the 
store.” Sales of $32,000 in merchandise 
were reported within 12 hours, Since then 
the store has continued to use tv to 
promote its line of moderately priced furni- 
ture. Copy is strictly hard-sell, with the 
announcer stressing low price. The store 
now puts half of its ad budget into tele- 
vision. 


Palace Furniture Co., E. Main St., 
Clarksburg, W. Wa. George Eicker, 
owner. Buys 10-second run-of-schedule 
spots on wsoy-tv Clarksburg. Sold 65 
General Electric hand mixers with 20 10- 
second spots. Now use similar spots for 
a specific item each week. Approximate 
annual budget: $5,500. 


Parsons Souders Dept. Store, E. Main 
St., Clarksburg, W. Va. George Bengle, 
principal executive. Buys spots and live 
minutes on wsoy-tv Clarksburg to pro- 
mote each store campaign. A recent sched- 
ule of 10 live minute spots resulted in 
2,400 letters and drawings. Approximate 
annual budget: $7,300. 


Rosner Furniture, 1436 North Illinois 
St., Indianapolis. Herman Schuchman, 
owner. Specializing in sales, this com- 
pany buys 10 spots on wiw-1 Indianapolis 
to run one day of a sale or 20 to run on 
two days. “When television was added to 
the media previously used to promote our 
special week-end sales, an increase in 
business attributable to television was 
noticed at once,” says Mr. Schuchman. 
“Naturally we now use spot tv adver- 
tising in all of our special sales. The time 
we have purchased on wLw-I has proved 
a definite asset to our advertising cam- 
paign.” 


Schaefers Furniture, Reno. Mrs. Lillian 
Schaefer, proprietor. 


Uses weekly min- 


ute live showing a manufacturer’s pho- 
tograph with voice over live on KOLO-TV 
Reno. Using tight camera shots and 
panning slowly enables living-room ap- 
pearance on three separate items. Price 
is supered over. Small mom-pop type store 
has used inexpensive tv with great success 
over three-year period. Approximate annual 


budget: $1,200. 


Self-Service Furniture, Dickinson, 
N.D. Eddie Conlin, principal executive. 
Buys run of schedule commercials on 
KpIx-tv Dickinson, using saturation cam- 
paigns during special sales. Approximate 
annual budget: $2,600. 


Sharpe’s Appliance Stores, 457 More- 
land Ave., N.W., Atlanta. William 
Sharpe, owner. Three-store distributor of 
furniture and appliances recently sched- 
uled annual “Marathon Sale” promotion. 
Says Mr. Sharpe: “During our 72-hour 
Marathon Sale around the clock, we sold 
$25,000 worth of merchandise. We believe 
our schedule on wiw-a Atlanta played a 
very substantial role in this successful 
sale.” Minute spots were purchased on 
12-plan and ran over period of four days. 
Spots, slides and copy were produced by 
the station. 


Star Furniture Co., 839 Fourth Ave.., 
Huntington, W. Va. Ben Lichtman, ad- 
vertising manager. Store buys spot an- 
nouncements on WHTN-Tvy Huntington 
through Lincoln Adv., its agency. “We 
have had much success through our cam- 
paigns on WHTN-Tv,” says Mr. Lichtman. 
Approximate annual budget: $4,000. 


Suter’s Craft Shop, S. Main St., Har- 
risonburg, Va. Suter Bros., owners. 
Sponsors Screen Gems’ Bengal Lancers on 
wsva-TV Harrisonburg (7:30-8 p.m., Tues.). 
Expects to purchase another syndicated 
program at expiration of present contract. 
Approximate annual budget: $3,000. 


Trader’s Furniture Co., 1414 Van 
Burean, Phoenix. Wm. G. Bennett, presi- 
dent; Benjamin A. McGuinn, sales promo- 
tion manager. Buying 10’s, 20’s and min- 
utes on saturation schedules on KOOL-TV 
Phoenix. Mr. McGuinn reports a 30-per- 
cent increase in business during sponsor- 
ship of TV Bingo, a special 13-week sum- 
mer show with a_ tied-in-gift-certificate 
consolation award. Estimate of $58,000 
in additional business as direct result of 
program. Saturation schedules have been 
carried since end of Bingo show. Ap- 
proximate annual budget: $12,500. 


Weaver-Moe Furniture Co., 14th and 
Jackson, Sioux City, Iowa. Leonard 
Moe, co-owner. Buys 12 10-second ID’s on 
Kvtv Sioux City alternate weeks. One-third 
are placed in Class AA time and the bal- 
ance throughout the day, with the excep- 








Albert C. Cochrane, manager of D. P. 
Brother & Co.’s Los Angeles office, 
was recently named a vice president 
of the Detroit-based agency and will 
continue to 
operations. 


supervise west-coast 





Memo (Continued from page 55) 
rection,” but made it clear he was 
far from satisfied and expected more 
information-type programs. 

“The networks and the stations 
must free themselves from the dicta- 
torial tv ratings and get away from 
their monotonous programming, with 
a high emphasis on the juvenile 
taste,” he said. “Tv is too important 
a medium to cater only to the lowest 
common denominator of taste, al- 
though the ratings may give indica- 
tion that men, women and children— 
mostly children, I fear—have their 
sets turned on to blood and thunder.” 





tion of the children’s hour. Placed on a 52- 
week schedule, campaign is aimed toward 
building store image as a dealer in quality 
merchandise. Approximate annual budget: 


$2,800. 


Woodrum’s, 602 Virginia E., Charles- 
ton, W. Va. Tommy Woodrum, general 
manager. Buys 15-minute weekly program 
on WHTN-TV Charleston. Approximate an- 


nual budget: $5,200. 
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RCA GENIUS! 
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\ 
The same genius and craftsmanship that pione¢red in the development of television 


. from cameras to transmitters . . \ has now\conceived an advanced TV Tape 





Recorder. This is equipment that’s —— in every respect—you would 
hardly expect anything less from the leader in television. With the most precise 


inherently superior. Even tapes recorded o impror rly aligned machines can be 


adjustments possible on any tape ht recording and playback of tapes is 
“optimized” in a few seconds while the tape is\on the air. Newest arrival on the TV 
Tape scene, the RCA recorder offers many improvements over older designs .. . 
ingenious features which make it easy to get and p pictures of superb quality . 

features such as electronic quadrature adjustment,\ syne regeneration, four-channel 
playback equalization, built-in test equipment. Don’ t\ settle for less than the best! 
, See your RCA Representative. Or write to RCA, Dept. TR-3, Building 


15-1, Camden, N. J. In Canada: RCA VICTOR i mpany Limited, Montreal. 
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a ANOTHER WAY RCA SERVES INDUSTRY THROYGH ELECTRONICS 
/ 
RADIO CORPORATION of AMERICA 
2 \_A BROADCAST AND/TELEVISION EQUIPMENT 


CAMDEN, N./J. 








Sports 


(Continued from page 33) 


today, is not too popular with the 
younger, more serious-minded gen- 
eration. The oldsters like it, though, 
since a larger percentage of them at- 
tend the exhibitions and view them 
on tv. 

The attendance figure for baseball 
in question 1 (28.2 per cent) gives 
no indication of frequency of attend- 
ance, and so Pulse interviewers asked 
respondents how many Yankee games 
they have attended this year (ques- 
tion 2). The total figure is less than 
the total for baseball attendance be- 
cause some people attended other 
than Yankee games (in Philadelphia 


the men viewers watched the game 
frequently on the home screen, while 
43.7 per cent viewed only occa- 
sionally. 

Interviewers then asked those who 
attended a ball game in the past six 
months about their sports viewing 
habits in general (question 6). The 
order of popularity of the sports 
didn’t change, but the figures were 


. higher. Thus, 99.4 per cent of those 


attending sports also watched them 
on tv, a more than five-per-cent jump 
over the 94 per cent of the total 
sample who watched sports on tele- 
vision. 

Similar increases were scored with 
individual sports. Of these more ac- 








QUESTION 8: How many times have you been to see the Yankees play this 
year and do you watch tv baseball broadcasts? 





% % % 
Frequency of Attending 1 Game 2 & 3 Games 4 Games & more 
Frequently 57.0 67.5 80.0 
Occasionally 41.0 32.5 20.0 
Total % attending games 
who viewed games 98.0 100.0 100.0 
Total men attending games 56 37 25 





or elsewhere) . 

It is evident, from answers to ques- 
tion 3, that basketball is more popu- 
lar with the young than it is with the 
old on tv, and so is tennis. Boxing 
on television is most popular with 
those in the 35-49 age bracket, ac- 
cording to the study. The figures: 
(18-34): 68.0; (35-49), 68.5; (50 
and over), 58.2. 

In question 4 Pulse considers fre- 
quency of viewing of baseball broad- 
casts and found that close to half of 





KNDO-TV 


Your new choice- 
Ask Weed 
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tive fans 97 per cent viewed base. 
ball, 77.5 per cent viewed boxing, 
60.5 per cent viewed basketball and 
39 per cent viewed wrestling. 

Viewing of baseball by those who 
attend baseball games, as previously 
noted, was 97 per cent, confirming 
the close relationship between view- 
ing and attending. Question 7, which 
takes up the matter of frequency of 
viewing, reveals that 64 per cent of 
those who attend baseball games 
view baseball telecasts frequently, 
while only 33 per cent of this group 
view occasionally. 


Dyed-in-Wool Fans 


In question 8 Pulse discovered that 
those who went to more games 
viewed more games—again establish- 
ing the close relationship between 
viewing and attending. 

Replies to these questions seem to 
indicate that telvision can be an im- 
petus to the gate, since those who 
view more frequently attend more 
frequently. The answers to question 
5 are especially significant and are 
the first real sign that tv can en- 
courage, rather than destroy, major 
sports events. 








At a really swingin’ affair hosted by xtvi St. Louis to announce completion 
of its 1,649-feet-above-sea-level, maximum-height tower, Benton & Bowles time- 
buyer Bernie Shlossman clings to his attendance prize—one dollar for each foot 
of tower. KTVI national sales manager Shaun Murphy congratulates the winner; 


Joe Bernard, vice president and general manager of the station, bestows best 
wishes on Mrs. Shlossman while examining the ice-cake, in the shape of a 
number two (for channel 2, naturally), that held the frozen assets. Promotion 
and merchandising director Don Curran is at right. Site of the “jazz bash” was 
Central Park’s Tavern-on-the-Green in New York, with entertainment supplied 
by a Dixieland group flown in from St. Louis and a bevy of models headed by 
six-foot-five “Miss Maximum.” Nearly 1,000 timebuyers and agency executives 


joined the merrymaking. 
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TELEVISION AGE 


his month’s spot activity has an 

interesting bearing on a recently 
released “pocket piece” from the 
Television Bureau of Advertising. In 
listing the “top 100 national adver- 
tisers” and their advertising expendi- 
tures, TvB notes that only four of the 
100 concerns did not use tv during 
1958. Of the four, two are liquor com- 
panies whose products cannot use the 
medium; another is the Simoniz Co. 
(which actually did bill about $2,000 
in the medium last year, according to 
Young & Rubicam, Inc.), and the last 
is American Airlines. 

While the liquor companies nat- 
urally remain out of tv this year, and 
although Simoniz has no video plans 
at present, American Airlines has re- 
entered the medium with a 13-week 
sponsorship of a five-minute news- 
cast on KNXT Los Angeles. According 
to a spokesman at Young & Rubicam, 
which also handles the airline ac- 
count, the buy was not part of a ma- 
jor campaign, but “simply opened at 
the right time to appear suitable to 
the client.” There is little doubt, how- 
ever, that the increased use of tv in 
recent months by United, Eastern and 
other air carriers might have influ- 
enced American’s decision. The other 


SEPTEMBER 7, 1959 


a review of 
current activity 
in national 
spot tv 


lines have been pushing their jet serv- 
ice; American, which was the first to 
offer pure-jets in this country, evi- 
dently felt it should join in the com- 
petition for viewers’ tickets. 

While the agency stated it intended 
to watch the results of the Los An- 
geles campaign before making any 
moves, it seems reasonable to assume 
that the airline would be interested in 
acquiring similar properties in New 
York, Chicago and other major air- 
travel cities. 

Now, what about Simoniz? 

*” ae e 

An agency buyer who had just 

placed a 13-week drug-product cam- 





At Compton Adv., Chiz Craster buys 
on Ivory Liquid, Knickerbocker beer 


and G. H. P. Cigar Co. 





REPORT 


paign to start early in October ex- 
pressed surprise when it was pointed 
out that the schedule would run right 
through the Christmas holidays. “In 
these days,” it was said, “we can’t af- 
ford to start earlier so the schedule 
finishes before year-end. While view- 
ing may be off during the last two 
weeks, if we pulled out of the medium 
then, we wouldn’t be able to renew 
the schedules for next year. 

“We'd have to start buying from 
scratch and probably would find that 
someone else had taken our wanted 
time slots.” 


ALLIANCE 
MANUFACTURING CO. 
(Dancer-Fitzgerald-Sample, Inc., 
Chicago) 

A new campaign on this firm’s 
TENNA-ROTOR starts early this month 
in about 23 multi-station markets. 
Filmed minutes in prime and other 
time-slots will run for four to 13 weeks, 
depending on the market. Frequencies 
range from two to five spots per week. 
Barbara Loomis is the timebuyer. 


AMERICAN AIRLINES, INC. 
(Young & Rubicam, Inc., N. Y.) 
While this airline has not done much in 
the way of local spot for some time, 

its move to a new agency last spring 
might have affected its position. At any 
rate, it began sponsorship of a five-minute 
news show on KNxT Los Angeles the 
first of the month and will continue for 
13 weeks. Whether the activity will 
expand into other markets was indefinite 
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Another thriller-diller from WJRT— 












“Yippee, 
Chief! 
Where’s the 
big roundup?” 


“Head for WJRT-land, 
Ponsonby—that’s the 
most efficient way to corral 
Flint, Lansing, Saginaw 

and Bay City.” 


If you want land, lots of land: Flint, Lansing, Saginaw 
and Bay City, to be exact—WJRT’s your baby. With each 
of these big metropolitan areas getting WJRT’s powerful 
Grade “‘A” signal or better, it’s the most efficient way to buy 
Michigan’s other big market. In all, you get nearly a half 
million TV households with this single-station buy. That’s 
all of rich mid-Michigan, ready to hark to your message. 
Whenever you're ready to send it, just say the word. 


a3 


CHANNEL |) 4°“) FLINT 


« 


ABC Primary Affiliate 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 
New York « Chicago « Detroit « Boston « San Francisco « Atlanta 
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at press time, as the program buy seems 
to be in the nature of an experiment. 
Marie Fitzpatrick is the timebuyer. 


AMERICAN TOBACCO CO. 
(SSC&B, N. Y.) 

Following the initial markets of 

Detroit and Akron announced for 
distribution of the new RIVIERA brand 
(Tele-Scope, Aug. 19), several other 
markets, including Houston, were getting 
schedules at press time. Light placements 
of night minutes are set for two weeks. 
Ed Fonte and Fred Spruytenberg are the 
buying contacts. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Adv. Co., Inc., St. Louis) 
At press time, BUDWEISER was 
renewing its schedules for U. S. Marshal 
in about the same 90 markets used 

last year (Aug. 25, 1958, Spot Report), 
with a few dropped and a few others 
added. Most markets start the new series 
in November, with a handful kicking off 
next month. Due to booming sales 

and a brewery strike, the product is in 
short supply in some areas, and some 
cuts in ad budgets were reported, with 
radio spots most greatly affected. 

Tv manager Harry Renfro is the contact. 


ANHEUSER BUSCH, INC. 
(Gardner Adv. Co., St. Louis) 

The word on BUSCH BAVARIAN’s 
plans for the near future is that it will 
continue as at present using spots in 
Missouri, Illinois, Iowa, Kansas, 
Oklahoma, Arkansas, Louisiana, Texas, 
Florida, Tennessee, Mississippi and 
Alabama. The half-hour syndicated 
Mickey Spillane show has been dropped 
in all but two markets—St. Louis and 
Kansas City—which are the brew’s big 
areas. Media group supervisor 

Bill Lahrman is the contact. 


ATLANTIS SALES CORP. 
(Compton Adv., Inc., N. Y.) 
Although FRENCH‘S spaghetti sauce 
used a large number of markets early 
this year, the fall campaign that starts 
the middle of this month will only go in 
seven top areas. Four-week schedules of 
day and night minutes will run. 

Harry Moline handled the buying for 
the drive. 


AUTHORITY LABORATORY 
(Winius Brandon Co., St. Louis) 
This company, which uses spot through 
other agencies for its INSUL-EASE and 
GLAZE auto polishes, has a new product 
to be introduced in the St. Louis 
market the middle of this month. It’s 
GAZE floor wax, which will be promoted 
through “saturation” schedules of 

mostly minutes, with some 20’s and ID’s. 
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One basic filmed spot will run in 
daytime shows, evening and late-night 
slots. continuing through the first week in 
December. A second campaign will 
start early next year for the spring 
housecleaning period. Expansion into 
other markets is counted on as fast as 
production permits, with a second 
market being considered almost 
immediately. Tv-radio director Herb 
Halpern and account executive 

Curtis Crady are the contacts. 


BEV-RICH CO., INC. 

(Liller, Neal, Battle & Lindsey, Inc., 
{tlanta) 

The agency was recently appointed to 
this account and currently is testing 
BEV-RICH instant soft drink in 
Columbia, S. C., Chattanooga and Macon. 
Filmed spots in kid programs are 
reportedly used. Plans for expansion are 
being made. Timebuyer Dorothy Nelms is 
the contact. 


BISSELL CARPET SWEEPER 
co. 

(Clinton E. Frank, Inc., Chicago) 

\ fall campaign on Bissell’s SHAMPOO 
MASTER carpet-cleaning device is set to 
start late this month for six weeks of 
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assisted by Eleanor Paulsen, is the 
timebuyer. 


CHESEBROUGEH-POND’S, INC. 
(Compton Adv., Inc., N. Y.) 

While most activity on the SEAFORTH 
men’s line occurs near the holidays, 

a small group of markets will start 
four-week schedules of nighttime minutes 
next week. Genevieve Schubert and 
Howie Potter are the buying contacts. 


CHESEBROUGH-POND’S, INC. 
(McCann-Erickson, Inc., N. Y.) 


About 60 selected markets will get 
schedules of daytime minutes in light 
frequencies for PERTUSSIN cold 
remedies beginning the first week in 
October. The word is that the account 
will be looking for stations other than 
the ones carrying its network 
programming to provide additional 
exposure. Initial schedules should carry 
through the colds season to the holidays 
Jane Podester is the timebuyer. 





Wilmoth, 


Glenn Dancer-F itzgerald- 


Sample timebuyer, places schedules 
for Frigidaire and Hi-C drinks. 


day and night minutes and 20's in 36 
major markets. Timebuyer Helen Davis is 
the contact. 


BRUNSWICK-BALKE- 
COLLENDER CO. 
(McCann-Erickson, Inc., Chicago) 


Late last month, light schedules of 
filmed minutes got underway in top 
bowling markets for a five-week run to 
introduce a new line of balls, bags and 
shoes. Most major metropolitan areas 
are covered, as well as smaller markets 
where bowling interest is high. (Low 
interest excluded a number of 

southern and western areas.) In addition 
to the national business, local offices 
buy spot on an independent basis. 
John Deacon and Dick Courtney are 
the contacts. 


CHEF BOY-AR-DEE Division, 
American Home Foods 
(Young & Rubicam, Inc., N. Y.) 


As noted here July 27, this canned-food 
processor is expanding from the 

eight or so markets used last year 

and is setting placements of day minutes 
and 20’s to run 13 weeks from a 
mid-September start. Russ Young, 





BUY THE 
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Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 
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IF IT’S GOOD ENOUGH FOR PROCTER i 
. YOU CAN GAMBLE ON IT, TOO 
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Here are some of the national advertisers who’ve 
bought participations in “The People’s Choice” 
playing as a 5-a-week daytime strip on stations 
across the country: 


Procter & Gamble, Lever Brothers, 

General Mills, Colgate, Jergens, Lestoil, Fab, 
Continental Baking, Robert Hall, Anahist, 
Imperial Margarine, Miles Laboratories,etc.,etc. 


For details and availabilities, phone, write or wire 
ABC Films, Inc., 1501 Broadway, New York 36. 
LAckawanna 4-5050. 
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COCA-COLA CO. 
(McCann-Erickson, Inc., Atlanta) 


This company’s new flavored beverage, 
FANTA, was introduced just about a 
year ago in Boston, Chicago and 

San Francisco. During the past 12 
months, testing has gone on in regard to 
packaging, bottles, etc. According to an 
agency spokesman, “very little” 
advertising has been used to date. 

Now, however, a vigorous campaign is 
in the works for the above-noted markets 
and several others into which the brand 
has expanded. A filmed minute spot 

has just been completed and should be 
on the air by issue date. In some 
markets, local bottlers contract for 

air time at local rates; if these are not 
obtainable, media buyer Warren Stewart 
places the schedules from the 

agency's Atlanta office. 


CORN PRODUCTS CO. 


(McCann-Erickson, Inc., N. Y.) 
NU-SOFT, which ran a two-week 
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“booster” campaign the middle of July 
in some 20 top markets, reportedly is 
returning to some of those markets for a 
four-week schedule beginning next week. 
Daytime minutes will be used. 

Judy Bender is the timebuyer. 


E. F. DREW & CO. 
(Donahue & Coe, Inc., N. Y.) 


As in the past, TRI-NUT margarine will 
kick off a fall campaign about the 
middle of this month to run eight weeks 
(or slightly longer in some markets) 


in major Ohio and New England markets, 


plus Philadelphia and a few other 

cities with distribution. Primarily day and 
night minutes will be used with some 
20's. Strong frequencies are common. 
Dick Waller is the timebuyer. 


EDISON ELECTRICAL 
INSTITUTE 


(Fuller & Smith & Ross, Inc., N. Y.) 


Early last spring this organization 
promoting residential wiring placed 
spot schedules in about 45 minor 
markets to support its daytime network 
participations. About the middle of this 
month, the firm intends to follow a 
similar pattern, setting daytime minutes 
in areas where the network exposure is 
weak. Schedules reportedly will vary 
from three to eight weeks in length 
depending on local factors. Timebuyer 
Bernie Rasmussen is the contact. 


GROVE LABORATORIES, INC. 


Div. Bristol-Myers Co. 
(Gardner Adv. Co., St. Louis) 


As indicated here July 27, 
BROMO-QUININE cold tablets is 
switching this year from network radio 
into tv spot. About 60 markets will be 
used for schedules of night and day 
minutes beginning this month and next, 
and continuing until the holidays. After a 
hiatus some markets will be renewed 
for a brief run. Market selection is on 
the basis of sales, rather than mere size. 
Media supervisor Richard Epp is the 
contact. 


HEUBLEIN, INC. 


(Fletcher Richards, Calkins & 
Holden, Inc., N. Y.) 


While MAYPO is busy with fall 
schedules, this firm’s ANDERSEN’S 
soups starts placements of daytime 
minutes and 20’s early next month in a 
group of California, Oregon and other 
west-coast markets. The schedules will 
run for eight weeks. Elizabeth Griffith 
is the timebuyer. 

A. R. HYDE & SONS CO. 
(Bresnick Co., Inc., Boston) 

This maker of athletic shoes moved its 
account to the agency a few months ago 
and is making its first entry into 

video. The first of the month saw 
six-week schedules of minute spots begin 
in bowling shows in New York, Detroit, 
Buffffalo, Washington, Los Angeles, 

San Francisco, St. Louis, Minneapolis, 


Kansas City and Albany-Schenectady-Troy. 


A sports show was bought in Chicago, 
and similar program buys are to start 
later in Cleveland, Philadelphia and 
Syracuse. After a hiatus it’s planned to 
return to the markets for another 
four-week drive late in the season. 
Media director Bob Finnegan is the 
buying contact. 


INTERNATIONAL LATEX 
CORP. 

(Ted Bates & Co., Inc., N. Y.) 
The first spot campaign on PLAYTEX 
girdles since this account moved to Bates 
recently was reported in the works for 
some 25 major markets. Schedules of 
filmed minutes in night and day slots 
were to start early this month for 

13 weeks, with a possibility of some 
markets continuing next year. 

Charles Theiss is the timebuyer. 


KEYSTONE CAMERA CO. 
(The Bresnick Co., Inc., Boston) 
Having used Today in a pre-Christmas 
campaign last year as its initial entry 
into tv, KEYSTONE is moving to spot 
this fall. About 25 top markets will 
get filmed minutes in late-night and 
movie slots, starting Oct. 15 for about 
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This 5-times-a-week daytime strip is the #1 day- 
time syndicated program in Chicago and Orlando- 
Daytona Beach. It’s the top daytime situation 
comedy in New Orleans and Minneapolis-St. Paul. 
Dominates its time period in Providence with 
56.2% share of audience, 


Records like these make “The People’s Choice” 
the timebuyer’s choice as a spot carrier. 


For details and availabilities, phone, write or wire 
ABC Films, Inc., 1501 Broadway, New York 36. 
LAckawanna 4-5050. 





eigh 
Bob 
LE 
(Yi 
Thi 
abo 
brie 


plac 


Roc 


the 
eas 
mo 


Ch 


wo 
sal 
Ne 
\g 
fir 


ha 
dic 
da ‘ 


me 


lan 


Toy. 


ites 


eee?” 





eight weeks. Media director 
Bob Finnegan is the contact. 


LEPAGE’S, INC. 

(Young & Rubicam, Inc., N. Y.) 

This company’s cellophane-tape dispenser, 
PLASTI-PAK, was introduced last year 
about this time in Kansas City with a 
brief spot schedule. Since then similar 
placements have run in Philadelphia, 
Rochester, Houston and San Francisco. 





Rep Report 
H-R_ Television, Inc., announced 
the appointment of John H. White as 
eastern sales manager. Mr. White 
most recently was manager of the 
Chicago office of CBS Spot Sales. He 





MR. WHITE 


worked previously for the network in 
sales positions in San Francisco and 
New York, and served with the Katz 
Agency and George P. Hollingbery 
firms. 

In the Chicago office of the Bran- 
ham Co., Bob Mason, formerly a ra- 
dio account executive, was named to 
a similar post in the firm’s tv depart- 
ment. 

Richard M. Walker joined the At- 
lanta sales staff of H-R Representa- 
tives, Inc., replacing Bill Jones, who 
resigned. Mr. Walker has been ac- 
count executive and media coordina- 
tor at Harris & Weinstein Associates. 

Joseph H. Wells, an account execu- 
tive with Weed Tv Corp. since 1953, 
was recently named New York sales 
manager of the station representative. 
Mr. Wells was in charge of special 
sales presentations for the National 
Broadcasting Co. before he joined 
Weed. 

George M. Olsen, previously an ac- 
count executive with the Meeker Co.. 
and a veteran of broadcasting with 
DuMont, Mutual and others, joined 
Blair Tv Associates in New York as 


an account executive. 


A new campaign of night minutes and 
20’s starts late this month in Jacksonville 
for about four weeks, but the infrequent 
placements are dependent on local 
promotions and do not foretell any 
widespread drive. Bill Dollard is the 
timebuyer. 


LEVER BROS. CO. 
(Foote, Cone & Belding, Inc., N. Y.) 


There were reports of new buying 
activity on IMPERIAL margarine at 
press time, with schedules of the usual 
daytime minutes to begin late this month 
in selected markets for about six weeks. 
As has been noted, the product buys 
sporadically, placing new schedules in 
some areas as others expire elsewhere. 
Bill Croke is timebuyer, having succeeded 
Penny Simmons. 


LUDEN’S, INC. 
(J. M. Mathes, Inc., N. Y.) 


While Spot Report records show no 
spot activity from this firm for several 
years, it’s reported that its FIFTH 
AVENUE candy bar bought brief 
schedules in a few markets last year in 
support of network activity on American 
Bandstand. Similar action will probably 
be taken this year, with local stations 
bought to fill in markets not covered 

by the show. There will also be “fill-in” 
buying for LUDEN’S cough drops late in 
October and November, although most 
of the company’s tv efforts are 
concentrated in a number of ABC-T\ 
programs. Edna Cathcart is the 
timebuyer. 


MAYTAG CO. 
(Leo Burnett Co., Inc., Chicago) 


At press time, buying was on for this 
firm’s washers and dryers—never before 
featured in spot tv—in some 20-30 top 
markets. Prime night 20’s and daytime 
minutes and 20's will run. Media 
supervisor Gus Pfleger is the contact. 


Personals 
WILLIAM KANE has been pro- 


moted to media supervisor, GEORGE 
BURROWS to media director, and 
ED HARDISON and JACK HILL to 
timebuyers at N. W. Ayer, Philadel- 
phia. Mr. Hardison and Mr. Hill are 
replacing, respectively, MADELYN 
MORRISON and JOE FIERO. 


RUTH BABICK, who recently re- 
signed as head timebuyer at Earle 
Ludgin after 10 years with the Chi- 
cago agency, has joined Clinton E. 
Frank, same city. 


BILL BIRKBECK, buyer on P&G's 
Comet and French’s spaghetti sauce at 
Compton, New York, is moving to 
Cunningham & Walsh as _ timebuyer. 
He'll be replacing BOB MORTON, 
who is leaving C&W. 


DOUG BL RCH has left Leo Bur- 
nett, Chicago, to join Reach, MecClin- 
ton, New York, as media director. 


DICK MACALUSO has been pro- 
moted to timebuyer at J. Walter 
Thompson, New York. He'll be assist- 
ing CARRIE SENATORE on Stand- 
ard Brands, Stouffer Corp., Purolator 
Products and Owens Illinois. 





Leslie C. Johnson, vice-president and general 
manager of WHBF Radio and TV looks over . . 


Letters of GOOD WILL— 
34 years in building— 
a productive PLUS for 
WHBEF advertisers. 


STRONG & PRODUCTIVE FROM DEEP ROOTS 


WHBF 


Covering Western Illinois — Eastern lowa « RADIO & TELEVISION 


_ = — 
@ SPRINGFIELD 
@ DECATUR 


@ CHAMPAIGN-URBANA 


“Where Mid America 
Lives and Buys...” 


pa 


METROPOLITAN MARKET 


NeW GRADE — 


SPRINGFIELD] CHAMPAIGN 


wics | WCHU 


URBANA 
DECATUR 
4... NBC 


Exclusive 
—_—- £. 












































OVER 230,000 TV FAMILIE 
AVAILABILITIES: YOUNG TV 





r 


September 7, 1959, Television Age 69 





Agency Action 


As a result of expanding video ac- 
tivities on both coasts, Parkson Adv. 
Agency, Inc., named Lloyd Durant 
vice president in charge of tv-radio in 
the east and Don Blauhut vice presi- 
dent in charge of broadcast in the 





MR. DURANT 


west. Mr. Durant, formerly president 
Networks, 
Inc., has been associated with Park- 


of commercial Telecast 
son in a consulting capacity for sev- 
eral years. He was previously a tv- 
radio executive with Compton Adv. 
and Biow-Biern-Toigo, Inc., as well as 
a motion-picture producer-director 
with various firms. 

Mr. Blauhut, tv-radio director for 
Parkson in New York for two years, 
opened the agency’s Hollywood office 
last June to supervise program orig- 
inations for such clients as Pharma- 
ceuticals, Inc., and J. B. Williams Co. 


In St. Louis, a new advertising 


agency — Katzif-George-Wemhoener 
Adv. Co.— was formed by Arthur 
Katzif, Henry George and Ralph 


Wemhoener. The three men recently 
resigned as account executives of 


Frank Block Associates. 


WHATS NEW 


Your new choice- 
Ask Weed 
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Buyer Profile . . . 


hen Ann Janowicz was 10 years 

old, living on the lower East 
Side in the heart of New York’s “little 
Poland,” she appeared as a vocalist 
on the Horn & Hardardt Children’s 
Hour. Less work for Ann has since 
been her goal; keen ability and con 
scientiousness prevent her from attain- 
ing it. And, in her current position as 
media supervisor at Ogilvy, Benson & 
Mather, New York, it is well-nigh im- 
possible. 

Educated first in a parochial school, 
then Washington Irving High School. 
Miss Janowicz went on to study at 
Columbia University. 

During World War II she went to 
work for a marine engineer as a buyer 
of machinery for machinery spaces. 
She decided that the work was too 
demanding and that she wanted “a 
nice 9-5 job with little responsibility.” 
Shortly thereafter she made her big 
mistake. She entered advertising. Be- 
ginning as a secretary at BBDO, in 
three months she was drafted into 
the media department, where she re- 
mained for the next five years. 

She then went to Benton & Bowles 
and subsequently to OB&M as buyer 
in November 1953. Last February she 
was promoted to her present position. 
The accounts she handles include Ru- 


ANN JANOWICZ 





benstein, Pepperidge Farm, Bristol- 
Myers, Commonwealth of Puerto Rico 
and Berkshire hose. 

She lives in Stamford, Conn., with 
her mother, three brothers, two sis- 
three 


ters, one brother-in-law and 


boxers in a 250-year-old Colonial 
house which had grown to 16 rooms 
when she purchased it five years ago. 
There, on casual country week-ends 
(even Sunday churchgoing is at- 
tended to with a minimum of fuss) 
she’s been learning the joys of gar- 
dening on eight-and-a-half acres and 
has great fun “decorating and redec- 
orating.” 

Miss Janowicz loves the opera and 
attends as many as she can during the 
season. The rest of the time she en- 


joys it stereophonically. 





MILES LABORATORIES, INC. 
(Geoffrey Wade Adv., Chicago) 

This agency canceled nighttime 20's for 
ALKA-SELTZER and is using the extra 
funds to buy additional evening minutes 
in about 104 markets. Daytime minutes 
continue as previously scheduled. 

Media associate Andy Anderson is the 
contact. 


NATIONAL PRESTO 
DUSTRIES, INC. 

(Keyes, Madden & Jones, Inc., 
Chicago) 

Although this account changed agencies 
early this year, it has a spot campaign 
planned similar to that which ran 

last pre-holiday season. Beginning 

Oct. 12, the following markets will run 
eight-week schedules of filmed minutes: 
New York, Los Angeles, Chicago, 

San Francisco, Boston, Philadelphia, 
Washington, D. C., Cleveland, St. Louis, 
Minneapolis, Detroit, Pittsburgh, Miami 
and Dallas. Two weeks later six-week 
schedules will go in Denver, Indianapolis, 
Charlotte, Seattle, Birmingham, Kansas 
City, Houston, Syracuse, Milwaukee, 
Atlanta and Memphis. At least five spots 
per week will run in day and night slots 
in each market. Chief timebuyer 

Merle Myers is the contact. 





NESTLE CO. 

(McCann-Erickson, Inc., N. Y.) 
Activity was under way at press time on 
the DECAF account which moved 
recently from D-F-S, with about 50 
major-and-minor markets getting schedules 
of minutes to run in late movies and 
other nighttime slots. The campaign 

will run Sept. 21 through late November. 
Jane Podester is the timebuyer. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N. Y.) 

At press time, buying was just finishing 
on the second group of markets for the 
PEPTO-BISMOL fall drive. A total of 
113 markets has been set for the 
campaign which kicks off this week. 
Night minutes and 20's will run until the 
middle of October. Jack Giebel and 

Al Hornell are the buying contacts. 


PAM INDUSTRIES 

(Arthur Meyerhoff & Co., Chicago) 
The new aerosol cooking oil, PAM DRY 
FRY, which was introduced via wide 
spread spot early this year, returns this 
month with a four-week fall push in 
about 32 top markets. Day and night 
filmed minutes will run. Chief timebuyer 
Evelyn Vanderploeg is the contact. 
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1. Highway Patrol (Ziv) Ku@-TV Thu. 9:36 
2. > mue 8&8 (Sereen Gems) KHQ-TV Thu. 106 TOP SYNDICATED FILMS i. Highway Patrol (Ziv) KARD-TvV Tue. 9:30 25.3 
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Boots and Saddles (CNP) KuQ-Tv Mon. 6 12.1 13. Colonel Flack (CBS) Ksp-Tv Sun. 9:30 ...10.3 13 Burns and Allen* KAKE-TVY Wed. 9:36 7 : 
1. Woody Woodpecker (Kellogg) KREM-TV Tue. 5 12.1 14. Mackenzie’s Raiders (Ziy) KTVvI Sun. 10 ..10.1 a4 Superman (Kellogg) Rane ry Wed. 5 11.7 
: 15. Huckleberry Hound (Kellogg) KSD-TV : 15 at or 3 (CBS) KARD-TV ate 


. TOP FEATURE FILMS Thu. 6:30 ......-+++4- hae sae.e ss Dp 15. The Honeymooners (CBS) KAKE-TV 
Tue 9:30 11.2 
g l. Playhouse 6* KHQ-TV Tue. 9-10:30 ......20.1 TOP FEATURE FILMS ‘ 











> 2. Late Movie KHQ-TV Wed. 10:45-12:15 a.m. 10.6 . _ P . es 
z 1. Late Show KMOX-TV Fri. 10:30-12:45 a.m. 13.5 > EE > ¥ . 
Late Movie KHQ-Tv Fri. 10:45-12:30 a.m. 18.5 ees : > é F TOP FEATURE FILMS 
2. Saturday Night Double Feature Ksp-TV . an 
Movietime KXLY-TV Sat. 10:30-1 am. 9.4 . ‘ 1. Hollywood Film Theatre* KAKP-TV 
Wael ‘ ; Sat. 10:30-12 mid. . d ° 13.2 M 8 :30-10 20 
eeks Best Movies KHQ-Tv Sun. 4:3 8.8 3. Late Show KMOX-TV Wed. 10:30-12:30 a.m, 10.6 = ‘ te ; ae 
< ‘ he yet * 2. Late Date KTVH Sat. 10:30-12 mid. .. 13.4 
he . .. i. Early Show KMox-Tv Fri. 5-6 ae 10.5 3. Maisie Theatre Kakn-tTy M 6-720 12.7 
: Ny, ~ r r ~ vad 3. Maisie 1ea A Alor b-a 2.4 
TOP NETWORK SHOWS 5. Falstaff Summer Theatre KMOX-TV . - 
3 * e 4 1. Best of Hollywood KAKE-TV Sun. 1-3 10.7 
Sat. 10:15-12:15 a.m. .. . cavecoececkeen o . . adie > as 
1. Wagon Train KHQ-TV ........ | ee ». Encore Theatre KAKE-TV Sun 3:30-5:30 9.9 
2. 77 Sunset Strip KREM-TV ......... -+ 36.5 TOP NE ‘ORK S i's 
}. Desilu: Playhouse KXLY-Tv ~ non a mY -TW RK HOW TOP NETW ORK SHOW 5 
4, Aleoa Theatre* KHQ-TV As elie : 20.4 1. What's My Line KMOX-Ty .. canneue . 31.5 1. The Rifleman KAKE-TV . $6.1 
} 5. Father Knows Best KXLY-TV ......... 29.5 2. Gunsmoke KMOX-TVY iit ove ace Ae 10.9 2. 77 Sunset Strip KAKE-TV . a 5.6 
Y 6. The Rifleman KREM-TV 29.2 3. Arthur Murray Party Ksp-tTv .... 26.5 3. The Real MeCoys KAKE-TV ... 2.8 
Gunsmoke KXLY-TV x: 28.9 4. Wagon Train Ksp-Tv . Ceri TTT. 1. Wyait Earp KAKE-TVv _ 14 
8. Cavaleade of Sports KHQ-TV ........... 27.8 5. Have Gun, Will Trayel KMox-Tv 5. Meverick KAKBE-TV 1 
; . %. This Is Your Life KHQ@-TV 26.6 6. I've Got a Secret KMOX-TV 6. Wagon Train KARD-TV .... . 10.9 
%. The Real MeCoys KREM-TV ........... 26.6 7. Pater Gunn Ksp-TV 7. Gursmoke KTVH . 27.1 
8. Best of Groucho Ksp-TVv 8. Lawmen KAKE-TV 84.7 
oT “Indicates programming change during four-week pe 9. Desilu Playhouse KMOX-TV 9. Sugarfoot KAKE-TV . 24.4 
d. One-week ratings given 10. Father Knows Best KMOX-TV .. 20.7 19. Donna Reed* KAKE-TV 22.5 
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PROCTER & GAMBLE CO. 
(Grey Adv. Agency, N. Y.) 
Following earlier activity this summer for 
PIN-IT, P&G is getting schedules of 
mostly ID’s under way in a number of 
top markets for LILT home permanent. 
The placements are set to run through 
the contract year (until June 1960). 
BIG TOP peanut butter, recently moved 
to Grey from Compton Adv., is also 
noted as setting fall schedules of filmed 
minutes in daytime kid shows in 
selected markets. Dorothy Houghey 

is the timebuyer. 


REGINA CORP. 

(Mogul, Lewin, Williams & Saylor, 
Inc., N. Y.) 

While exact plans are still indefinite, 
this firm is setting a positive move into 
spot this fall to promote its rug cleaners 
and ELECTRIKBROOM vacuum. 

Initial schedules of minutes will probably 
get under way next month and continue 
through the Christmas selling season. 

Ed Tashjian is the timebuyer. 


REVLON, INC. 

(Warwick & Legler, Inc., N. Y.) 
A lot of activity is coming up for 
LIVING CURL hair product, with a 
number of top markets getting brief 
schedules of daytime minutes to run 


Kearney. Nebr. 


Satellite KHPL-TV serves North Platte and McCook 


WHATS NEW 


IN 
YAKIMA? 





KNDO-TV__ 
Your new choice- 
Ask Weed 


STORIES THAT 
SHOCK A NATION 
TAKEN FROM THE 
FRONT PAGES OF 
LEADING 
NEWSPAPERS! 


221 West 57th Street, N.Y. 
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during this month and next. Placements 
range from a few days in length to a 
few weeks. Marv Richfield is the 
timebuyer. 


HELENA RUBENSTEIN, INC. 
(Ogilvy, Benson & Mather, Inc., 
N.Y.) 

The fall campaign for this firm’s 
cosmetics will be 100-per-cent spot as 
far as video is concerned. (Last season 
a program buy of Open End was made 
in New York.) Schedules of filmed 
minutes in day and night slots begin 
early this month for 13-16 week runs in 
about 30 top markets. Maxine Cohen 
is the timebuyer. 


STANDARD BRANDS, INC. 
(J. Walter Thompson Co., N. Y.) 
The first large-scale spot campaign on 
CHASE & SANBORN instant and 
regular coffees since this agency took 
over the account from Compton Adv. last 
spring begins late this month in about 
34 markets. Day and late-night minutes 
with some 20’s will run for 13 weeks. 
Carrie Senatore, assisted by Dick 
Macaluso, is the timebuyer, with 

head buyer Jayne Shannon supervising. 
STERLING DRUG, INC. 
(Brown & Butcher, Inc., N. Y.) 
About 50 top markets will start new 
schedules of daytime minutes for 

DR. CALDWELL’S laxative late this 


month for a 13-week run through 


December. Past activity indicates that the 


placements will be renewed for another 
13 weeks in the first quarter of 1960, 
but definite plans are not yet set. 
Rose-Marie Vitanza is the timebuyer. 


STERLING DRUG, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
nN. 

Reports at press time indicated a special 
four-week campaign on BAYER aspirin 
would start the first of this month in 
about 10 selected markets. Nighttime 
minutes along with a few daytime spots 
would run. Ron Bobic is the timebuyer. 
SWIFT & CO. 
(Dancer-Fitzgerald-Sample, Inc., 
Chicago) 

A new dry dog food, PARD 
CRUNCHERS, will begin schedules in 
22 selected markets across the country, 
with starting dates ranging from 
mid-September to mid-November. Filmed 
spots will run in day and night periods 


STARRING 


PAUL STEWART 


DISTRIBUTED BY FLAMINGO TELEFILM SALES, INC. 





JUdson 6-7040 


around the clock for 26 weeks— 
reportedly the first time Swift has 

used spot so heavily. Barbara Loomis 
is the timebuyer. 

TASTI-CUP COFFEE CORP. 
(L. H. Hartman Co., Inc., N. Y.) 

A new aerosol-propelled liquid instant 
coffee, TASTI-CUP, is to be introduced 
about Oct. 12 in the New York market, 
with saturation schedules of minutes and 
20’s running for six weeks. If the 
product goes well, it will move into 
other areas. Patricia Gilbert is the 
timebuyer. 


“TOM TERRIFIC” HAT 
(Beckman, Koblitz, Inc.., 

Los Angeles) 

This novelty-hat item is patterned after 
one worn by a cartoon character 
featured in the CBS-TV Captain 
Kangaroo program. Filmed spots are 
running on local breaks in the show on 
KNxT Los Angeles and KRLD-Tv Dallas. 
As distribution builds, it’s planned to buy 
around the network program in other 
major markets. Dave Lawrence, tv-radio 
director, is the contact. 

TONI CO., INC. 

(North Adv., Inc., Chicago) 

At press time, buying was on for a fall 
campaign on DEEP MAGIC cleansing 
lotion, a product heretofore almost 
completely in network. Filmed minutes 
in selected national markets begin early 
this month. Elaine Pappas is the 
timebuyer. 


TURTLE WAX PLASTONE CO, 
(Bozell & Jacobs, Inc., Chicago) 

The maker of automobile waxes has a 
new aerosol shoe-shine product called 
PENNY SHINE which is reportedly 
using local spot as it’s introduced 
market-by-market. It placed brief 
schedules in New York, Boston, Chicago, 
Omaha, Indianapolis and west-coast 
markets, with more to be added. 
Ty-radio director Philip Rouda is the 
contact. 

TYREX INC. 

(McCann-Erickson, Inc., N. Y.) 
This organization is engaging the 

nylon industry in a battle over the best 
type of cord in automobile tires, with the 
emphasis naturally upon its TYREX 
cord. While most of the campaign 
reportedly will go into other media, a 
group of top markets gets brief 
schedules of minutes and 20's in nighttime 
slots during the middle of September. 
Judy Bender is the buying contact. 


UNITED AIR LINES 

(N. W. Ayer & Son, Inc., Phila.) 
As part of the heaviest campaign in its 
history, the airline will use some video 
spot along with radio and print to 
introduce its new DC-8 jets. Activity 
will center on prime-time 20’s in top air 
markets such as Los Angeles, New York, 
San Francisco and Chicago, with the 
schedules kicking off in mid-October 
and running about eight weeks. 

Alice Wolf is the timebuyer. 


WILLIAM WRIGLEY JR. CO. 
(Arthur Meyerhoff & Co., Chicago) 
The fall-winter push on WRIGLEY gum 
is set to begin next month in about 

40 major markets across the country. 
Day and night minutes will go for 

26 weeks, with virtually all markets 
starting and closing at the sime time. 
Evelyn Vanderploeg and Fran Goldfine 
are the buying contacts. 
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Clark 


to the influence of the teen-ager once 
he finds something he likes and 


(Continued from page 29) 


wants. 

Over the past few years, a number 
of astute national advertisers have 
come to realize the importance of the 
teen-ager as a market. I think most 
immediately of Beech-Nut Life 
Savers, Inc., which for the past two- 
and-a-half years has been the sole 
nighttime sponsor of my Saturday 
Dick Clark Show over the ABC-TV 
network. 

Beech-Nut’s sponsorship of this 
program was their first venture into 
advertising on network television. 
Previously, they had spread their ad 
campaigns through magazines and 
spot radio. They decided to try the 
Saturday show because they felt we 
would reach the teen-age market they 
were aiming for and because they 
thought we could sell their products. 


They proved right on both counts. 
According to the latest Nielsen 
ratings, we are viewed by 21,288,960 
people every Saturday night. This 
audience is divided into 60 per cent 
adults and 40 per cent children and 
teen-agers. As a corollary of these 
statistics, sales figures for Beech-Nut 
have shot up handsomely in the past 
two years. 

A unique aspect of our campaign 
on behalf of Beech-Nut was our spe- 
cial “Ific” promotion directed at teen- 
agers. Realizing that teen-agers react 
to key words and pet 
phrases, Young & Rubicam, the 
Beech-Nut agency, created a word 


favorably 


that would sum up all the virtues of 
Beech-Nut. The word was “‘ific,” short 
for terrific. By developing a concen- 
trated and merchan- 
dising campaign about this word, we 
were able to build it into a favorable 
slang word with millions of teen- 
agers about the country. This special 
“Ific” campaign contributed sub- 
stantially, 1 believe, to the sale of 
Beech-Nut. 

Interestingly enough, our prime 
sales emphasis on the Saturday show 
has been on the sale of spearmint. 
Beech-Nut researchers have dis- 
covered that spearmint is the over- 


promotional 


whelming favorite of teen-agers, and 


this is the flavor they have asked us 
to sell. 

With Beech-Nut, a number of other 
national advertisers have joined our 
roster of sponsors in their efforts to 
reach the important teen-age market. 
Advertisers who currently sponsor 
our daytime American Bandstand 


show (Monday through Friday, 





‘Bandstand’ Sponsors 


Following is the roster of ad- 
vertisers who participated in the 
Dick Clark show, American 
Bandstand, on ABC-TV during 
the month of August. The pro- 
gram is carried by the network 
from 4 to 5:30 p.m. Monday 
through Friday. 

American Home Foods 

AMF Pinspotters 

Armour (for canned meats, tur- 
keys, frankfurters, Dial, Dash 
and Liquid Chiffon) 

Beech-Nut 

Block Drug Co. 

Carter Products (for Arrid 
Cream, Arrid Whirl-In and 
Nair) 

Clearasil 

Du Pont 

General Mills (for Cheerios, Hi 
Pro, pancake and waffle mix, 
O-Celo, Gold Medal flour, Pick- 
a-Pack, refrigerated foods and 
cereals) 

H. I. S. Sportswear 

Hollywood Candy Co. 

Lever Bros. 

Mennen Co. 

Northam Warren Corp. 

Gld London Foods 

Polk Miller (for Sergeant's flea 
and tick spray and Sergeant's 
dog shampoo) 

Regimen Drug Research 

Harold F. Ritchie Co. (for Bryl- 
creem hair dressing and sham- 
poo) 

Rolley suntan lotion 

Shulton Co. 

Toni Co. (for Pamper, Tame, 
Adorn, Toni home permanent 
and Papermate) 

Welch’s grape juice 





4-5:30 p.m., ABC-TV) are listed in 
the box accompanying this article. 

Our sponsors feel great loyalty to 
the program because they know that 
we are able to talk and to sell to teen- 
agers. This is a knack that has no 
great art behind it. Anyone can do 
it, providing he follows the basic 
rules. 

You must remember first of all the 
teen-agers like to think of themselves 
as adults and want to be addressed as 
adults. They hate being talked down 
to and will quickly spot any ad copy 
that seems patronizing. 

You will find that teen-agers are 
basically interested in the 
things as adults. 
be a bit narrower and more personal, 
but it’s still the same. 
worrying about how you'll meet the 


same 


Their world may 
If you're 


next payment on the car, the teen- 
ager is probably wondering how he 
can get the key to the car for next 
Saturday night. 

I repeat—if you want to sell teen- 
agers, you have to talk to them as if 
they were adults. One of the biggest 








OREGON, COAST 


The only clear picture in the 
Eugene-Springfield-Roseburg 
market is on KVAL-KPIC. One 


order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 


KVAL-TV fugene 
NBC Affiliate Channel 


KPIC-TV Roseburg * Channel 4 


Satellite 
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problems I have with sponsors and 
advertising men is obtaining commer- 
cial copy that will be understandable 
to teen-agers. 

There seems to be some sort of a 
rumor afloat that you have to talk 
slang and bop talk to teach teens. 
From the advertiser’s point of view, 
this is one of the most harmful 
rumors I know. Very few teen-agers 
use this kind of language, and they 
resent it when advertisers pick it up 
for commercials. And more than that, 
the life span of this so-called bop talk 
is a short one, and the words that you 
thought cute and current with teen- 
agers may disappear overnight. 

My best advice is this—when you 
sell to teen-agers, keep your informa- 
tion as concise as possible. Concen- 
trate on one theme, and avoid any 


LET US BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 
PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 











best cost 
per million 


see Headley-Reed 
Soren H. Munkhof, Gen. Mgr. 
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references to information that would 
not be part of the average teen-ager’s 
store of knowledge. 

And above all else, remember that 
today’s teen-ager is a remarkably 
intelligent human being who can 
make or break your product. He’s 
not in a mood to be fooled, so always 
be honest and direct with him. 

That’s the way to sell to a teen- 
ager. 





Teens 


(Continued from page 34) 


the elementary-grades survey was that 
the greatest percentage of students 
preferred tv to radio and movies for 
their entertainment and that best- 
liked commercials were for Lestoil, 
Maypo and Handy-Andy. 

Upper-level students at Bronxville 
Senior School were also queried and 
revealed their favorite shows to be 
Maverick, 77 Sunset Strip, Father 
Knows Best, Sea Hunt, Dick Clark, 
Alfred Hitchcock, Steve Allen, Peter 
Gunn and Playhouse 90. 

According to the survey, the ma- 
jority of students wanted informa- 
tional and current-events programs 
increased, but failed to list any ex- 
isting shows in these categories as 
their favorites. They also favored a 
decrease in westerns, but noted many 
favorites among western programs. 

The seventh best-liked 
commercial was for Maypo cereal, but 
the eighth-through-12th 
claimed a fondness for Bert and 
Harry Piel. 


Reversing the trend in the ele- 


graders’ 


grades 


mentary grades, the number of hours 
viewed by the high-school students 
decreased as the pupils grew older. 

The students found that the imter- 
viewees on the whole took the survey 
seriously and made honest attempts 
to provide truthful answers. A warn- 
ing is given, however, that accuracy 
might be affected if the younger 
children didn’t want to admit that 
“horror shows scared them” or that 
“they only had one tv set in their 
(Over half of nearly 200 
children interviewed had two or more 


home.” 


sets). In the upper grades a few 
answers were discounted “because 
they seemed ridiculous.” (One high- 
school student claimed he had 12 tv 





Rings for Teeners 

“Today’s best customers for 
diamond rings are teen-agers, 
and the most direct sales line to 
them is Dick Clark’s top-rated 
Bandstand 


program,” says A. W. Doolittle, 


daytime American 
advertising manager for A. H. 
Pond Co., explaining the com- 
pany’s purchase of participations 
on the program. 

The Pond investment for its 
Keepsake diamond rings coin- 
cides with Dick Clark’s view 
that “today’s teen-ager is, com- 
paratively speaking, a _big- 
spender.” The tv star points out 
in the accompanying article that 
“our modern crop of teen-agers 
have more money in their blue 
jeans and dirndls than ever be- 
fore in the history of this coun- 
try.” 

Ad manager Doolittle says the 
“marriage rate is up, and the 
median age for engagements is 
17.1 years; in fact, more girls 
marry at 18 than at any other 
age.” 

The Clark program on ABC- 
TV is scheduled Monday through 
Friday from 5 to 5:30 p.m. and 
claims an audience of almost 


eight million per telecast. 





sets; others listed Bugs Bunny and 
Mickey Mouse as favorite shows.) 

In a comparison of tv with other 
media, advertising was noted as being 
a major “time consumer” on tele- 
vision, with viewers reminded of the 
sponsors’ products at least once every 
15 minutes. However, it’s stated that 
in radio “we are reminded even more 
often of the sponsors’ products,” 
and that in newspapers about one- 
third of the printing space is “gob- 
bled up” by advertising. 

“Television is the best for report- 
ing news,” say the authors of the 
section, “because you can see films 
while newspapers and magazines are 
limited to still pictures.” 

One of the editors also notes that 
“sometimes it is not wise to read 
two papers because news stories are, 
once in a while, known to conflict.” 
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7 e picture 
In the pict 
Robert O. Jenkins, vice president of Pet Milk Co. and executive vice president-general 
manager of its subsidiary, Pet Dairy Products Co., has been elected to the parent company’s 
board of directors, it has been announced by Robert L. Latzer, board chairman. Mr. Jenkins. 
who resides in Johnson City, Tenn., headquarters of the dairy division, has been associated 
with this division for 30 years and has been general manager since 1956. He served as 
evaporated-milk receiving station manager for Pet in Lynngrove. Ky., prior to joining the 
dairy division. Once with the latter, he held the positions of accountant, salesman, plant 
‘ manager and assistant general manager before achieving his present status. Pet Milk is a 
heavy user of television advertising as alternate-week sponsor of The Red Skelion Show, as 
‘ well as in the area of spot. 
; 
Harry Deines, for five years general advertising manager of the Westinghouse Electric 
¢ Corp., has joined Campbell-Mithun, Inc., as account director. He began his career in adver- 
tising and sales promotion with General Electric immediately after receiving his engineering 
, degree at the University of Colorado in 1930. He began as an ad writer and was advertising 
; manager of the radio-tv-electronics division of GE when he entered the agency field in 1944. 
; Following five years with Fuller & Smith & Ross in New York, where he was vice president 
t with responsibility for the advertising of several Westinghouse divisions, he became general 
- advertising manager of Westinghouse in Pittsburgh. Five years later he left Westinghouse 
to join J. Walter Thompson in New York, where he spent three years as vice president and 
: account executive. 
: 
S Guild Copeland, 43, has been appointed executive vice president of Lennen & Newell, 
S Inc., Adolph J. Toigo, president of the agency, has announced. Mr. Copeland, who joined the 
r organization on Aug. 1, 1957, will continue to supervise the P. Lorillard account and will 
assist Mr. Toigo on general agency policies, especially in the creative areas. Before going 
, with Lennen & Newell, Mr. Copeland was vice president and creative director of the Ted 
1 Bates agency for three years. In this post his responsibilities included such products as 
l Anahist cold remedies, Anacin, Blue Bonnet margarine and Colgate toothpaste. Prior to 
t joining Bates, he was with Cecil & Presbrey, after serving three years in the Army from 
1943 to 1946, and while there was responsible for the copy that introduced Ammident and 
a Tintair. He entered the advertising field in 1937. 
and . ‘ , a . . 
G. Warren Schloat has been appointed a creative director of Compton Advertising, Inc., 
nil it has been announced by Wilson A. Shelton, senior vice president in charge of the creative 
; department. A veteran radio and television producer, Mr. Schloat joined Compton as vice 
2 president in charge of tv commercial production in 1955. Previously he had been connected 
th with William Esty, Inc., as senior executive producer and executive administrator of the tv 
F department. He was also associated with Young & Rubicam as a tv film producer, and with 
a BBDO as a tv copywriter. Prior to entering the advertising field, Mr. Schloat was a depart- 
. ment editor for Look magazine and an animator and story director for the Walt Disney 
“a studios in Hollywood. Well known in the children’s book field, he is the author of a series 
. of award-winning tomes for youngsters. 
ob- 

Appointed to the newly created post of CBS Television network vice president, independ- 
ort: ent productions, is Robert M. Weitman, an appointment which places him on the same 
the administrative level with Michael J. Dann, vice president, network programs, New York, and 
[ms William Dozier, vice president, programs, Ho!lywood. In his new post, Mr. Weitman, who 
are has been vice president in charge of program development for CBS-TV since he joined it in 

February 1956, will supervise a program of liaison with independent production companies. 
hat Prior to joining CBS-TV he was a vice president of American Broadcasting-Paramount 
ead Theatres, Inc., and vice president in charge of programming and talent for ABC. He went 
ire, with Paramount Theatres in 1928 and subsequently was managing director of the New York 
." Paramount, and vice president of United-Paramount Theatres, Inc. 
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HOLD ON TO YOUR HATS 





Here it comes, fellows—the greatest 
array of programming talent ever seen 
on one station. Those NBC Specials, 
plus the high-rated favorites. 


These are the kinds of programs— 
plus local shows—that garner 70% 
share of audience for KROC-TV. 


Here is the opportunity you can't miss 
—to cover Rochester, Minnesota, the 
State's fastest growing metropolitan 
area. 

Here is a chance to get your share 
of that $886 million of consumer in- 
come. 


Call Meeker today. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 





National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden ' 
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Closed-circuit tv: One of the first 
things students at Stead Air Force 
Base’s training school in Nevada 


must learn is “sneaking and peeking” 
—a method of moving into enemy 
territory, sometimes with a tv cam- 
era, without being caught. 

But recently four of the school’s 
instructors flunked a test shortly be- 
fore dawn. They were caught at the 
University of Nevada in the hallways 
of a women’s dormitory. 


* * * 


Usually the pet parakeet named 
Happy, belonging to Mrs. Roy Stein- 
metz of Ephrata, Pa., likes to get out 
of its cage to watch tv as Mrs. Stein- 
metz does her housework. 

However, this one day Happy left 
her perch in front of the set and fol- 
lowed Mrs. Steinmetz to the laundry 
room. The busy housewife started 
her washing machine and, leaving the 
lid open, went into another room for 
a moment. Then young Anne Stein- 
metz, aged six, shouted that Happy 
had flown into the washer. 

Sure enough, Mrs. Steinmetz found 
the parakeet a soapy blur being 
tossed around with the clothes. The 
lady immediately clicked off the 
switch, pulled Happy out, wrapped 
him in a blanket and for an hour 
gave him artificial respiration by 
massaging his throat. When he perked 
up, Mrs. Steinmetz fed him a stiff 
shot of bitters and Happy was as good 
as new—and a lot cleaner. 

But from now on, Happy must 
watch his tv from his cage. And get 
his kicks from looking only at soap 
operas. 

* * * 

Highlights of a blackout: In the 
power failure in New York City last 
month which blacked out a large area 
of the city, American Broadcasting 
Co.’s New York flagship, waABc-Tv, 
was the only local tv outlet affected. 
It had to stay off the air for some 
25 minutes beginning at 2:49 p.m. 

Some other eastern and southern 
stations on the ABC network were 
shut off the air for about 40 seconds. 


They had been receiving The Cale 
Storm Show, transmitted through New 
York, when the power fizzled. 

But there was a bright side. 

ABC’s network show, Pantomime 
Quiz, was presented out-of-doors that 
night because it could not be relayed 
through master controls at the net- 
work’s headquarters. Although the 
acoustics and the hastily assembled 
lighting would have ordinarily caused 
everyone to blow a fuse, all con- 
cerned enjoyed the novelty of the al 
fresco telecast. And a competing sta- 
tion, the independent WPIX, carried 
the show’s filmed commercials to the 
transmitters atop the Empire State 
Building, where they were sent out 
over ABC’s New York channel 7. And 
when ABC’s news printers conked 
out during the day, both CBS and 
NBC gallantly kept rushing news 
dispatches to ABC. 

It just shows you. When the lights 
are out telecasters can be friends. 

Addenda: Along with every other 
appliance, the air-conditioning at ABC 
was out- during the power failure. 
This caused one of the columnists to 
remark that several executives were 
seen in shirt sleeves for the first time 
since they joined the network. 

* * * 

Television was the victim of an- 
other kind of power blackout recently 
in Chicago. That city’s Community 
Fund-Red Cross drive wanted to pro- 
mote its current campaign by show- 
ing what its goal—$14.6 million— 
looked like. The Federal Reserve 
Bank ruled that still pictures could be 
taken but barred tv cameras. 

Guess the bank’s in favor of still 
money. 


* % * 

You'd better stick to your grey 
flannel, boys: Anybody with out-of- 
this-world notions is hereby notified 
to come out of it. Talk about sky- 
rocketing prices, a contract about to 
be placed by the Air Force calls for 
a special space suit, complete with 
oxygen, insulation and other classi- 
fied features. The price: $200,000. 
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sill “MARY COVERAGE 56 dby CONTOUR 
a CHANNEL 10, Rochester, N. Y., offers are used to high living standards— people 

oft you a large, stable, prosperous and diversi- who want to own, and are able to buy, the 

fied fied group of viewers—family folks, home things that make for good, comfortable, 

sky- owners, people with money in their pock- modern living. Channel 10 is rated tops in 

A ets, and money in the bank—people who Rochester by Nielsen, ARB and Telepulse! 
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“HANNEL 10, ROCHESTER, NEW YORK 


| (WVET-TV - WHEC-TV) CBS BASIC - ABC AFFILIATE 


THE BOLLING CO., INC ° NATIONAL REPRESENTATIVES . EVERETT- McKINNEY, INC. 


You can eat your cake and have it. Not only is KERO-TV the only single advertising medium that reaches over 1,00 
. free spenders in California's Southern San Joaquin Valley, it also brings you a bonus of bigtime facilities, an alert 
fessional staff that makes every penny work overtime for you and a marketing and merchandising program that# 


every commercial reach right to the retail counter. Good reasons to be in to the Petry man when he calls! 


KERO-TV CALIFORNIA’S SUPERma 
: BAKERSFIELD CHANNEL 10 


A TRANSCONTINENT STATION 
REPRESENTED BY EDWARD PETRY & CO., INC. 

















